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Rough Proofs 


Gladys the beautiful reception- 
ist says she’s awfully glad the 
country is putting fighting men 
like John L. Sullivan in such im- 
portant positions as Under Secre- 
tary of the Navy. 


, — ® 


An INS report on the future of 
atomic energy called it “porten- 
tious.” 

Rough Proofs still opposes load- 
ing up the printing plants by add- 
ing extra letters to words like 
portentous, 

4 , a 


Atom control is one of the sub- 
jects to be promoted by the Ad- 
vertising Council. Everybody is 
all ii faver of controlling atomic 
bombs, and the only trifling de- 


tail remaining to be determined is 
“aw?” 


light- | 


weight and welterweight boxing | 


Barney Ross, formerly 


champ, is now an account execu- 
tive of the Blackstone Company. 


There are undoubtedly a lot of| 
agency problems which could be| 


settled most satisfactorily with a 
good left hook to the jaw. 
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“Druggists Don’t Sponsor As-| 


irin Show, FTC Opines,” head-|. - 
4 - ” ‘ing, the trainmen’s brotherhood 


lines AA. 


And so it won’t be their head- | 


|A. F. Whitney, proclaimed, “but 


vyv¥sgy 


at 


| long and perpetuate industrial 
| strife.” 


RR Trainmen Take 
Story to Public 
Via Big Ad Drive 


Large City Dailies 
and Magazines to 
Carry Union Story | 


Cleveland, June 13.—The 
Brotherhood of Railroad Trainmen 
took its case to the public this 
week with the first insertion of 
what promises to be the largest 
sustained advertising and public! 
relations campaign ever conducted 
by any union. 

“Strikes can be prevented,” this 
week’s ad, signed by President 


the President and the Congress 
are pursuing a course which in- 
evitably will lead to more—not 
fewer strikes. Legislation aimed 
weakening American labor 
unions will not stop strikes. Nor 
will force and intimidation. Such 
actions provoke strikes and pro- 


Submit a Platform 
Unlike most “policy” advertis- 


copy did not consist of screaming 


D-F-S Divorces 
‘Show Business’ 


from Advertising 


New York, June 13.—On the 
grounds that “show business” is 
a thing apart from the advertising 
business, Dancer-Fitzgerald- 
Sample, one of the top radio-bill- 
ing agencies, is divorcing its radio 
department. 

Incorporation of the radio de- 
partment as a_ separate entity 
under the name of Feature Pro- 
ductions, Inc., is expected to be 
accomplished within 30 days, the 
agency announced. Department 
personnel will be unchanged, but 
“additional creative show talent” 
will be employed. 

Explaining the move, the agency 
said: “The advantages of separat- 
ing the radio and show activities 
from the business-advertising side 
of the agency operation are felt to 
lie in a clean-cut compartmental 
operation of the show business to 
be run as a show business, while 
the brand-building activities of 
the advertising agency concentrate 
on the money mechanics and the 
creative selling developments in 
that department of the operation.” 


Not ‘Packaging Operation’ 


Formation of Feature Produc- 
tions is “not a packaging opera- 
tion,” a D-F-S officer said. FP will 
be headquartered at the agency’s 
offices at 247 Park Ave. here and 


’ .,.| headlines, bold face t caps and| present operations conducted by 

ache if Bayer has to cha ts | , ype, caps : 

pc — /numerous underlines. In a neat | the agency in Chicago and Holly- 
“as |layout, embellished with a bust|wood will be continued in the 

of Mr. Whitney, and railroad sem- | same quarters, but will be turned 


A magazine promotion 
says, “The best way to have your 
ads pay off is to choose the media 


How many people in the ad 
business still don’t know that 
“media” is the plural of “me- 
dium’’? 

v v v 

The old-fashioned man who said 
“Search me” when asked a ques- 
tion he couldn’t answer now has a 
son making a living in advertising 
research. 

7 Ee = 


Wives are all in favor of those 
new musical alarm clocks, hoping 
against hope that the savage breast 
can be soothed sufficiently at 7 
a.m. to await the breakfast coffee. 


=, 


The Chicago Tribune, starting | 
its one hundredth year of service, 
is fooling around with facsimile 


transmission. If this sort of thing | 


keeps on, newspaper founders! 
won’t be able to recognize their | 
offspring a few years from now. | 


— 


Price cuts feature the new Sears 
midsummer catalog, and for some 
unexplained reason the Office of 
Price Administration is not given 
fuil credit for the reductions. 
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Fight experts haven’t been able 
to determine whether the advance 
promotion of the Louis-Conn scrap 
was helped or hurt by the Jack- 
son-Black. fisticuffs. 
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Esquire reports that 48.6% of 
men’s apparel stores now carry 
toiletries, which may explain why 
your old man smelled so good on 
Father’s Day. 

Copy Cus. 


man aphores used as emphasizers of | 


each major point, the ad took 


thet pulle.” ont Truman’s actions in the rail- 


road strike apart and insisted that 
Congress “stay on the job” until: 

1, “They recreate an OPA ca- 
pable of restraining inflation. 

2. “Pass the Wagner-Murray- 
Dingell health insurance bill. 

3. “Establish a long-range, low- 
cost housing program. 

4. “Abolish the poll tax. 

5. “Pass, without riders or 
crippling provisos, a bill to raise 
the minimum hourly wage to 65 
cents. 

6. “Pass all legislation neces- 
sary to assure the housing and 
educational facilities, jobs and 
medical care needed by 13,000,000 
war veterans and their families.” 

This week’s ad was offered to 
26 major newspapers in as many 
cities in six-column size, and ap- 


parently will run in all, except 
that paper shortages in some 
cities will cut it down to five 


columns or smaller. 
It will be followed up, 
(Continued on Page 79) 


Will OPA‘s death 


assure real production? 
See ‘In Washington.’ 
Page 18. Other features: 


Mr. 


Ad-libbing i 
Admen Coming Back . 56 
74 


Chain Store Figures 
Editorials 
Farm Figures .. 

Feature Page . 59 
Getting Personal ce ... 44 
Information for Advertisers . . . 
. 66 
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Magazine Figures .... 


over to the new corporation. 

H. Mix Dancer, president of 
D-F-S, will actively head the new 
organization, devoting “a major 
portion” of his time to the radio, 
movie and television activities of 
this department. C. L. Fitzgerald 
and J. G. Sample, vice-presidents 
of D-F-S, and Thomas H. Brown 
Jr., secretary-treasurer, will hold 
corresponding positions in Feature 
Productions. Roy Winsor heads 
the daytime radio section, and Carl 

(Continued on Page 79) 


NOW YOU CAN SMOKE 
ANY CIGARETTE! 


DENICOTEA 


The Cystel Fiter CIGARETTE HOLDER 


Mons phys cams recommend Denotes 


Soo ae 


TEST COPY—Alfred Dunhill of Lon- 

don, Inc., is using this test copy in the 

New York Herald Tribune and Times 

prior to a nationwide campaign for its 

Denicotea cigaret holder. (Story on 
Page 6.) 


Further Studies 
Vital, Researchers 
Caution Weeklies 


Estes Park, Colo., June 14.— 
Possibilities of extending present 
research activities to inaugurate a 
Continuing Study of Weekly 
Newspapers were considered today 
at the first annual meeting of 
delegates representing 1,320 mem- 
bers of the Weekly Newspaper 
Bureau of the National Editorial 
Association. 

A. W. Lehman, managing di- 
rector of the Advertising Research 
Foundation, New York, and Archi- 
bald M. Crossley, president of 
Crossley, Inc., presented results 
of research in the weekly field 
made by their organizations for 
the bureau. Purpose of these sur- 
veys was to present unbiased facts 
concerning the reading habits of 
weekly newspaper readers. 

Both agreed that more exhaus- 

(Continued on Page 80) 
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Last Minute News Flashes 


Packard Readies New Campaign 

Detroit, June 14.—Packard Motor Car Company is completing plans 
for release of an extensive campaign to include 1,500 newspapers and 
national magazines, through Young & Rubicam. Resumption of inser- 
tions by Packard, whose assembly line operated only nine days during 
the first quarter of ’46, marks its return to a more satisfactory produc- 
tion basis. 


Expands Newspaper Drive for Schick Razor 

New York, June 14.—The new Eversharp Schick razor campaign re- 
cently launched in 13 New York and West Coast newspapers (AA, 
June 10) will be expanded to appear in 25 newspapers in cities all over 
the country next week. Copy will be the same, featuring the Schick 
razor’s return. Biow Company is the agency. 


Don Shook to Join Cowles Magazine Staff 


New York, June 14.—Donald G. Shook, executive vice-president of 


the National Publishers Association, will join Cowles Magazines, Inc., 
in the early fall as assistant general manager. | 
British Overseas Airways Starts Drive 
New York, June 14.—British Overseas Airways Corporation, through | 
Cecil & Presbrey, this week broke a campaign in magazines and busi- 
ness papers announcing installation of new Constellation planes on its | 
transatlantic route in July. Newspapers in major cities will be added | 
later. 
New Copy Started for Eveready Hearing Aid Battery 
New York, June 14.—A color page in the current Time introduced 
new copy for Eveready Minimax batteries for hearing aids, placed | 
by National Carbon Company through William Esty & Co. The copy 
will run in Life later this month, in Newsweek and the New York | 

Times in July. 
(Additional News Flashes on Page 2) 


Heinz Ad Chief 
Urges 13-Time 
Rate in Dailies 


Frequency Is Key 
to Sales Boost, 
Bell Maintains 


(Other stories covering sessions 
of last week’s NAEA meeting ap- 
pear on Pages 22, 26, 61 and 63. 
Pictures on Page 83.) 


New York, June 13.—Frequency 
discounts, based on 13-time inser- 
tions, rather than bulk linage, 
were advocated by Franklin R. 
Bell, advertising and public rela- 
tions director, H. J. Heinz Com- 
pany, before the Newspaper Ad- 
vertising Executives Association 
this week. Heinz’ experience in- 
dicates, he said, that frequency 
of insertion is the key to increased 
sales. 

Mr. Bell traced the experiments 
of the company in newspaper ad- 
vertising, laying particular empha- 
sis on its decision to permit its 65 
branch managers in eight regions 
to decide which products were to 
be promoted in their areas, the 
company retaining only the right 
to dictate budget—with the admo- 
nition that each product selected 
was to be promoted a minimum of 
13 times. 


Explains Pyramid Ads 

Among other Heinz innovations 
were the pyramid advertisements 
which were activated in a curi- 
ous fashion. Mr. Bell and sev- 
eral agency people had gone to 
Harold Heinz’ office, and were 
told to cut advertising. Mr. Bell 
explained that a cut was inadvis- 
able for several reasons, where- 
upon Mr. Heinz arbitrarily slashed 
some $200,000 in advertising. Then 
the company president asked what 
Mr. Bell had come to see him 
about, and the pyramid advertise- 
ments were shown to him. He 
okayed them on the spot, and allo- 


Plans Ad Drive 
for Beau Brummel 
Men’s Toiletries 


Cincinnati, June 13.—When 
stockholders of Beau Brummel, 
Inc., tie manufacturer, met to ap- 
prove a two for one stock splitup 
yesterday they were treated to a 
display of a new line of men’s 
toiletries which is being intro- 
duced by the company. 

The line, in aluminum con- 
tainers in attractive colors, will 
be marketed through leading men’s 
stores and men’s sections in de- 
partment stores under the Beau 
Brummel name. Flasks will be 
sold individually or in sets con- 
taining cologne, talcum powder, 
deodorant, hair dress and after 
shave. 

Beau Brummel will not manu- 
facture the products, but will as- 
semble them and distribute them 
from here. A national advertising 
campaign will be conducted to 
promote the products, full details 
of which will be announced in a 
week or ten days. Batten, Barton, 
Durstine & Osborn is the agency 


|handling the account. 
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cated $1,000,000 to the campaign. 

Despite the fact that several of | 
the moving spirits in the new 
American Newspaper Advertising | 
Network were either on the plat-| 
form with him or in the audience, | 
Mr. Bell teed off on networks, 
saying that he was “not interested 
in networks of any kind,’ and 
that “I want to pick my own news- | 
papers.” 


Cookbook Makes Hit 


Most spectacularly successful of | 
Heinz advertisements was a fold-| 
ing four-page cookbook, made by | 
tearing out newspaper advertise- | 
ments. Mr. Bell reported phenom- 
enal readership and clipping for 
this series, with as high as 99%) 
readership and 75% clipping. 

Earlier, the convention heard 
Marion Harper Jr., director of re- 
search for McCann-Erickson, ad- 
vise the newspaper men to con- 
centrate on developing new tech- 
niques of research, and to avoid 
“freezing” techniques as, he said, 


,ence between left and right-hand 


the Cooperative Analysis of|when 


Broadcasting has done. 


Pe 


|much progress should be made in| 


lowering newspapers’ present cost | 
per reader, 

Mr. Harper explained how an 
agency used Continuing Study 
figures, and pointed out that read-| 
ership varied from 200 to 300% | 
between newspapers, that tripling | 


| the space of an advertisement may | 


boost the readership only 50%, 
that there is no significant differ- 


pages, that cartoon and photo 
techniques have nearly twice the 
attention of wash or line draw- 
ings, and that the readership of an 
ad goes up almost in direct pro- 
portion to the size of the illustra- 
tion. 

G. M. Carroll, classified adver- 
tising manager of the New York 
Times, told the admen that com- | 
petition from radio and classified | 
telephone listings had made seri-| 
ous inroads on classified advertis- 
ing. Many categories have been 
reduced, and advertisers have) 
learned economy during the war, 
space limitations 


forced | 


He said|them to use smaller space. 


| Managers, 
/$200,000,000 annual classified total 


| joined the creative staff of FC&B’s 


On behalf of the Association of 
Newspaper Classified Advertising 
Mr. Carroll said the 


justified further development by 
newspapers, the establishment of | 
a clearing house similar to the| 
Bureau of Advertising’s retail di- 
vision, and the establishment of 
uniformity in classified procedure 
and typography so that classified 
campaigns can be run easily in a 
group of newspapers. 


Reynolds Heads Foote, 
Cone Coast Office 


Herbert K. Reynolds, vice-pres- 
ident in charge of creative work 
in the San Francisco office of 
Foote, Cone & Belding, has been 
named manager of that office, 
following the resignation of Eu- 
gene Harrington, who has estab- 
lished his own agency. 

John J. Messler, formerly with 
Leon Livingston Advertising 
Agency, and previously with the 
Los Angeles office of FC&B, has 


San Francisco office in an execu- 
tive capacity. 
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EXCLUSIVELY ¥° 
Delivers the Columbia 14 County 
San Francisco-Oakland Bay Market! 


te 


ONE COLUMBIA STATION SERVES THEM ALL! 


s/f When you buy California 
you buy a 3-basic-market state: San Francisco-Oakland Bay Area, 
Southern and Valley. And KQW is the only Columbia station 
serving the densely populated San Francisco-Oakland Bay Market. 
Here in KQW’s primary listening area are 14 highly industrialized 
counties where San Francisco-Oakland hub a concentration of 
2% million people ... and here KQW exclusively, delivers the 
huge Columbia audience . . . at less cost. 


Represented Nationally by Edward Petry & Co. Inc. 


ION PEOPLE 


Pacific Agricultural Foundation, Ltd. 


at 740 on your dial 


-~ San Francisco Studios 


San Jose, California 


Palace Hotel 


j 
i 


Advertising Age, June 17, 1946 


Last Minute News Flashes 
1,000,000 Guarantee Offered by ‘Selecciones’ 


New York, June 14.—Readers’ Digest International Editions, Inc., 


will 


guarantee 1,000,000 net paid for its Spanish-language edition, 


Selecciones, effective with the January, 1947, issue. Current guarantee 


is 850,000. 


At the same time, black-and-white pages will be boosted 


from $1,600 to $2,100 and four-color pages from $2,400 to $3,150. 


Non-Refrigerated Penicillin Announced by Liggett 
New York, June 14.—Liggett Drug Stores this week broke the third 

in its series of penicillin ads, announcing a new crystalline penicillin 

which does not require refrigeration, and can be carried easily by 


doctors. 
markets across the country. 


The development was announced in 600-line ads in major 


J. Walter Thompson Advances Three 

New York, June 14.—Luther Lemon, former comptroller, has been 
elected treasurer of J. Walter Thompson Company. Theodore P. Jar- 
dine and Theodore T. Weldon, account executives in the Chicago of- 
fice, have been named vice-presidents. 


Single Shots Used for Two Sunoco Oils 


Philadelphia, June 14.—Sun Oil Company will use single-shot 1,000 
and 850-line insertions in newspapers in about 200 cities in its terri- 
tory to introduce Sunoco motor oil—25 cents per auart— for “nor- 
mal” driving, and Sunoco Dynalube—35 cents—for “hard driving and 


high speeds.” 
gram featuring Lowell Thomas. 
agency. 


The oils will also be plugged on Sunoco’s NBC pro- 
Roche, Williams & Cleary is the 
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‘PM’ Shuns Ads, 
Seeks Circulation 
as ‘Lifesaver’ 


New York, June 13.—PM, Mar- 
shall Field’s adless New York tab- 
loid, is so hard-pressed financially 
that the management recently con- 
sidered — but finally decided 
against—selling advertising, it was 
learned this week. 

As an alternative, Editor Ralph 
Ingersoll said, the paper has de- 
cided upon an open appeal to read- 
ers to help boost PM’s circulation 
by 100,000. To launch this cam- 
paign, the paper will mail a “pros- 
pectus” to a selected list of sub- 
scribers and will print the full 
text of the prospectus in next 
Tuesday’s edition. 

It’s not that PM is unalterably 
opposed to the idea of accepting 
advertising, Mr. Ingersoll indi- 
cated. ‘What finally decided PM’s 
management against selling ad- 
vertising,’ he explained, “was the 
paper’s own plant capacity. This 
was so limited that PM had virtu- 
ally to choose between giving its 
readers more or taking the space 
away from them to sell to adver- 
tisers.” 

Mr. Field, who has poured $4,- 
318,000 into the project, is still 
loyally supporting it but has re- 
ceived no return whatever on his 
investment, the prospectus contin- 
ues. However, present weekly in- 
come from circulation—165,000, 
says PM—is $67,000, which is 
pared down to about $40,000 after 
dealers’ costs are deducted, and 
this is not enough to pay the way. 
Fewer than 100,000 added readers 
would overcome the deficit, but 
more than that might make pos- 
sible “a chain of PM newspapers 
in other cities,” the prospectus de- 
clares. 


Aspey Heads Exhibitors 
Advisory Council 


J. F. Aspey Jr., Black & Decker 
Mfg. Company, Towson, Md., has 
been elected president of Exhibi- 
tors Advisory Council, composed 


of companies interested in trade 


shows and expositions from the 
exhibitors’ viewpoint. 

Other officers are: Samuel W. 
Hyde, American Can Company, 
New York, vice-president; R. H. 
DeMott, S. K. F. Industries, Phila- 
delphia, executive vice-president; 
M. L. Neison, U. S. Steel Corpora- 
tion, Pittsburgh, secretary; Frank 
C. Page, Foster Wheeler Corpora- 
tion, New York, treasurer. Mrs. 
O. E. Negley was reappointed ex- 
ecutive secretary. 


Wolfe Joins Breeze 


Dr. H. George Wolfe, has joined 
the creative staff of Murray Breeze 
Associates, New York. 


Fire Damages 
N. Y. Adclub 


New York, June 13.—The Ad- 
vertising Club of New York this 
morning became a third headline 
victim of fire within a fortnight 
when a blaze started shortly after 
2 a.m. between the walls of the 
third-floor banquet room, where 
many celebrities, stage and screen 
stars and business leaders (and 
advertising executives) have been 
feted. Amount of damage was not 
immediately determined. 

Flames spread through walls 
and ceilings to the fourth and fifth 
floors and to the roof, destroying 
interiors of the upper floors and 
damaging expensive furnishings 
on the lower stories. Firemen, 17 
of whom were injured in the hour- 
and-a-half-long battle to control 
the flames, were hampered by 
dense smoke and had to rip out 
walls and partitions. The fire was 
reported under control at 3:20 a.m. 

The five-story brownstone club- 
house was designed by Stanford 
White as a private residence for 
J. Hampden Robb, and had been 
occupied by the Advertising Club 
since January, 1924. 


Squirt Appoints R&R; 
Shapes New Campaign 


Squirt Company, Beverly Hills, 
Cal., has appointed Ruthrauff & 
Ryan, Los Angeles, to handle its 
advertising. Outdoor posters, na- 
tional magazines and spot radio 
will comprise the principal media 
to be used. 

A new advertising and sales 
promotion program will be pre- 
sented Nov. 18 during the annual 
convention of Squirt bottlers in 
Miami. 


@ Please help avoid the 
hoarding or waste of 


AT LEADING PAPER MERCHANTS 
THE MARTIN CANTINE COMPANY 
SAUGERTIES, N. Y. 
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INSTITUTIONS 


MAGAZINE 
for Your Monthly 
Advertising 


Messages 


Gorm in scope, this market of big consumers 
represents a field of virtually unlimited opportunities for manufacturers of all types 
of equipment, maintenance materials, food products, food service equipment, and the 
thousands of other items that are required for successful operation of hospitals, hotels, 


schools, industrial cafeterias and other institutions. Huge in periods of normalcy, 


the requirements of the institutional field have now reached tremendous proportions. 

This broad and active field is served in its entirety only by INSTITUTIONS Maga- 
zine and by INSTITUTIONS Catalog-Directory. These are the only publications 
devoted to all operations common to all types of institutions. They are the only 
publications through which it is possible to reach all of the various segments of this 


field. These publications are generating for manufacturers of institutional products 


The coverage of INSTITUTIONS 
Magazine and INSTITUTIONS Cat- 
alog-Directory includes the important 
buying factors in: 


Hotels 

Hospitals 

Schools and Colleges 
Industrial Cafeterias 
Railway Systems 
Motels 

Restaurants 

Air Lines 

Office Buildings 
Clubs 

Jobbers, Dealers 
YMCA's and YWCA's 
Steamship Lines 

@ Public Institutions 


Your 


BIG 


Market of 
BIG 


Consumers 


nstilutiona 


THE S10 BILLION MASS FEEDING, MASS HOUSING FIELD 


Operating 


Equipping 
Feeding 


@ Remodelling 
@ Decorating 
@ Furnishing 


@ Maintaining 
@ Building 
@ Repairing 
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and equipment responsive interest among the buyers and specifiers in all of the 
segments of the institutional field. 

Ever alert to means and products that will save labor, increase efficiency, reduce 
operating costs and improve or expand housing or feeding facilities, these buyers and 
specifiers are the men and women who look to INSTITUTIONS Magazine and INSTI- 
TUTIONS Catalog-Directory for their product information. They are the men and 
women the manufacturer must reach if he wants to obtain a full share of this ten bil- 
lion dollar market. 

For complete details as to how INSTITUTIONS Magazine and INSTITUTIONS 
Catalog-Directory can serve you to best advantage, Consult Your Advertising Agency 
or write direct to INSTITUTIONS Magazine, 1900 Prairie Avenue, Chicago 16, Illinois. 


INSTITUTIONS 
CATALOG-DIRECTORY 
Published Annually 
for Your Catalog 


Information 
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Chesterfield Signs for 
New Half-Hour Show 


Liggett & Myers Tobacco Com- 
pany, New York, for Chesterfield, 
will begin a six times per week 
half-hour program of recorded 
music and news, nightly at 9:30, 
starting Monday, June 17, over 
KFWB, Los Angeles. 

The contract is for three years, 
with the title of the new show 
“The Chesterfield ABC Round- 
Up.” 


Wilson Names Williams 

Fred Williams, formerly Chicago 
representative of Mademoiselle, 
has been appointed advertising 
manager of Wilson Brothers, Chi- 
cago, manufacturer and distribu- 
tor of men’s wear. 
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ST. JOSEPH NEWS-PRESS 
- St. Hoscph Gazette 


Luckman Advance 


Lever Executives 
in Wide Shifts 


Gilman Ad Head, 
Replacing Perkins; 
Ups Elder, McKee 


Cambridge, Mass., June 13.— 
Charles Luckman, newly elected 
president of Lever Brothers Com- 
| pany, making a sweeping reorgan- 
ization of its top executive com- 


| 


divided. 


mand, will announce this weekend 
the election of five new vice- 
presidents as heads of the five de- 
/partments into which the com- 
|pany’s entire operation has been 


John R. Gilman has been ap- 
pointed vice-president in charge | 
of advertising, succeeding Graf- was a staff member of Massachu- | 
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‘ton B. Perkins, who is retiring. | 
| Walter W. McKee, formerly vice- | 
| president in charge of sales of the | 
| Pepsodent division, succeeds G. F. | 
|Chambers as_ vice-president in | 
| charge of sales of the entire Lever | 
|organization. Robert F. Elder, as- 
bese to F. A. Countway, whom 
Mr. Luckman succeeds as presi- 
|dent, has been named vice-presi- 
dent in charge of consumer re- 
search, Other new vice-presidents 
are Arthur P. MacIntyre, finance, 
and Alexander B. Stewart, pro- 
duction. 


Helped Develop Lux 


Mr. Gilman joined the company 
in 1918, became assistant adver- 
tising manager in 1924, and associ- 
ate advertising manager in 1927. 
He played a large part in devel- 
oping Lux toilet soap and has had 
complete charge of all Lux and 
Lux toilet soap advertising, in- 
cluding the Lux Radio Theater. 

Mr. Elder has been a motion 
picture engineer, salesman, market 
researcher, and for eight years 


MEN OF LEVER—Top management of Lever Brothers Co. under Presi- 

dent Charles Luckman now rests in these five men, all of whom are 

vice-presidents and members of the board. Top row, left to right: 

Robert F. Elder, in charge of consumer research; Walter W. McKee, in 

charge of sales; John R. Gilman, in charge of advertising. Lower row, 

Alexander B. Stewart, in charge of production, and Arthur P. Maclntyre, 
in charge of finance. 


If you must fix it— 
FIX IT RIGHT 


That’s what every car owner says when he takes his 


vehicle to a repairman... 


And when a motor vehicle is not serviced correctly, 
the customer is dissatisfied—not only with the repair- 


man, but with YOUR products... 


To tell repairmen what to do, how to do it, and what 
to do it with—how to make almost every type of repair 
—we are publishing a series of twelve monthly articles 


and wall charts called FIX IT RIGHT... 


These articles, which will result in better satisfied cus- 
tomers and more sales of automotive products, are 
appearing currently in THE AMERICAN 
AUTOMOBILE (Overseas Edition) and EL 


AUTOMOVIL AMERICANO... 


These magazines are read by garage and service sta- 
tion operators, retail dealers and distributors and by 
wholesalers and importers in every important market 


Overseas... 


BUSINESS PUBLISHERS 


New York © Philadelphia ® 


Atlanta © San Francisco ® 


Boston © Cleveland © Chicago ® 


Los Angeles ® Washington ® 


INTERNATIONAL CORPORATION 


Detroit ® 


Buenos Aires ® 


setts Institute of Technology. He 
joined Lever Brothers as research 
director in 1937. Active in eco- 
nomic and merchandising  re- 
search, Mr. Elder has also pio- 
neered in radio research methods. 
He was an early user Of the Niel- 
sen Audimeter method of radio 
audience measurement. Recentt: 
he was chairman of a three-man 
'“live-or-die” committee of the Co- 
|operative Analysis of Broadcast- 
ing. 

Mr. McKee, after working in a 
clothing store and selling insur- 
ance, became a soap salesman in 
Denver. He worked up to sales 
manager for toilet articles for Col- 
gate-Palmolive-Peet Company in 
the Cincinnati district, where he 
was associated with Mr. Luckman, 
then C-P-P’s district manager for 
soaps. In 1941 Mr. McKee became 
the company’s sales manager. 
Three years later, at Mr. Luck- 
man’s invitation, he joined Pepso- 
dent as vice-president in charge of 
sales. 


Policy Changes Coming 


Mr. MacIntyre, with Lever 
Brothers since 1920, has been 
treasurer since 1935. Mr. Stewart 
joined the company as a sales 
supervisor in 1924. Later he as- 
sisted in introducing modern pro- 
duction systems, and in developing 
packaging, new plants and labor- 
management policies. Since 1933, 
he has been assistant to the presi- 
dent, with increased responsibility 
in production. 

Mr. Luckman revealed to Ap- 
VERTISING AGE that he is planning 
marked policy changes in adver- 
tising and merchandising, but that 
these will not be ready to talk 
about for a couple of months. He 
intends to change the company’s 
expenditure ratio between radio 
and publication advertising from 
70-30 to 50-50. Toward this end, 
Lever Brothers recently dropped 
the “Big Sister’ and Bob Burns 
shows on CBS. 

Lever’s advertising expenditures, 
which in recent years have totaled 
nearly $20,000,000 annually, have 
just been pared about 15%, due to 
the radio reductions. This first 
major budget cut in about 20 years 
of steady advertising expansion, 
Mr. Luckman emphasized, is only 
temporary. 

Currently, the company is al- 
lotted only 78% of the amount or 
fats which it used prewar, where- 
as it could use at least 125%. 
Lever Brothers’ sales are now in 
excess of $200,000,000, as com- 
pared with about $300,000,000 for 
Procter & Gamble Company. 


Cummings Appointed 

W. O. Cummings has been ap- 
pointed head of the sales promo- 
tion and publicity department of 
Kansas City Life Insurance Com- 
pany, Kansas City, Mo. 


St. Louis 


Mexico City 
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Riskxscn has reaped golden harvests for poets, playwrights, and merchant 
princes. Nothing reaches the hearts of so many people as a sprightly love story... 
a beautiful heroine, handsome heroes and plenty of interesting situations. All America 
knows one delightful sweetheart . . . she’s the world’s best loved working girl, “Tillie 
the Toiler” of The Comic Weekly. She has beaux galore and real-life fans by the 
millions. : 


“Tillie” will introduce you to her friends. They will be yours if you visit them 
with her through the pages of Puck—The Comic Weekly. Your advertising message 
will be read every week in more than 6,500,000 homes across the country. This darling 
of the comics can help increase the sale of almost any type of merchandise to more 
than 20,000,000 people in the country’s most prosperous and most concentrated 
markets. 


The Only National Comic Weekly 


Distributed through 15 great Sunday newspapers, Puck—The Comic Weekly is 
the only national publication of its kind. It is entertainment for the whole family. For 
laughs, there’s “Jiggs and Maggie.” “The Little King,” “The Katzenjammer Kids,” 
“Donald Duck”: for romance, there’s “Prince Valiant” and “Blondie” ; for breathtaking 
adventure, “Flash Gordon,” “The Lone Ranger” and “The Phantom.” These and 
other great Puck stars provide the laughs, loves, thrills and tears America calls for. No 
star of stage. screen or radio has ever enjoyed such popularity. 


If a manufacturer has a good product to sell, here’s how more sales can be made 

.. to “the millions”... in the more than 6.500.000 homes from coast to coast where 

Puck—The Comic Weekly is read. It is the same successful selling formula which for 

more than 15 years has been used by leading companies. When advertisements are 

placed next to the life and color of these famous comic features, they get the same kind 
of close. attentive readership. 


The Comic Weekly stars are available to go to work as a sales force for the com- 
panies who associate their advertising with the tremendous entertainment power of 


Puck—The Comic Weekly. | 


THE COMIC WEEKLY 


... FOR LAUGHS, LOVES, THRILLS AND TEARS 


959 EIGHTH AVENUE, NEW YORK 19, N. Y. e HEARST BLDG., CHICAGO 6, ILL. 


Copr. 1946, King Features, Inc , World rights reserved 


WHY YOUR ADS DO BETTER 
IN THE COMIC WEEKLY! 


More Readers at Less Cost 
Puck delivers 572 adult readers for 


each dollar invested. Its tremendous 
“youth readership” is plus value. 
These 572 readers compare with 
251 adult readers delivered for each 
dollar invested in half page or larger 
space by 3 leading national weeklies. 
These figures are based on studies by 
the Dr. Daniel Starch organization. 


“Preferred”? Position 
for Every Ad 


The number of ads in each issue is 
limited . . . only one to a page. Thus 
every ad is spotlighted and gets un- 
divided attention from Puck’s more 


than 6.500.000 families. 


GO% Key Market Coverage 
Puck alone, through its tremendous 
circulation, provides up to 90‘, 
coverage in 606 cities of more than 
10,000 population. In these cities 
more than 60°, of all Key City retail 
business is done. 
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Court Upholds , Arden liable for triple damages 


| for paying one department store 


FTC's Ruling | 


| 
on Demonstrators | 


New York, June 12.—The United 
States Circuit Court of Appeals | 
for the second circuit has dis-| 
missed the petition of Elizabeth 
Arden, Inc., for review of an FTC 
order on its use of demonstrators, 
and has instructed the company 
and its subsidiary, Elizabeth Ar- 
den Sales Corporation, to comply 
with the commission’s ruling. 

The court turned down Arden’s 
appeal which charged that the 
Eighth Circuit Court in St. Louis 
“fell into grievous error” last July 


twice as much toward a dem- 
enstrator’s salary as it paid to a 
competing store (AA, Dec. 24, ’45). 

The company has not yet an- 
nounced whether it will use its 
nly legal recourse — application 
for a writ of certiorari — and 


| carrying the case to the Supreme 


Court. 


‘vey Withdraws from 


vey & Ellington 

Neal D. Ivey has sold his inter- 
est in Ivey & Ellington, New York, 
to Jesse T. Ellington. Mr. Ivey 
will confine his activities to the 
Neal D. Ivey Company, Philadel- 
phia, which he opened Jan. 1, 


| 1945, while retaining his financial 


when it found the Robinson-Pat- | ‘nterest in Ivey & Ellington and re- 
man Act constitutional, and held | maining as director. 


Dunhill Pushes 
Denicotea Holder 


(Picture on Page 1) 

New York, June 12.—‘‘Now You 
Can Smoke Any Cigaret!” de- 
clares the black headline of a 
full-page ad run in the New York 
Times June 10 and scheduled to 
appear in the New York Herald 
Tribune June 18 for Alfred Dun- 
hill of London, Inc., pushing the 
Denicotea crystal-filter cigaret 
holder. 

Three-column ads running for 
three succeeding weeks in the 
two papers will continue a Dun- 
hill test campaign prefacing a new 
nationwide campaign, according to 
Richard J. Prentiss, Dunhill di- 
rector of advertising. 


Some use of radio might be 
made in the expanded advertising 
campaign, which is~an extension 
of Dunhill’s schedule using such 
magazines as Collier’s, Cosmopoli- 
tan, Esquire, Redbook and The 
Saturday Evening Post, and the 
Journal.of the American Medical 
Association and American Dental 
Journal. 

Lawrence C. Gumbinner Adver- 
tising Agency places Dunhill copy. 


Brown Leaves Philco 


Harry Boyd Brown, merchan- 
dising manager of Philco Corpora- 
tion’s refrigerator division, has re- 
signed to become president of 
Good House Stores, a Philadelphia 
radio and appliance retail chain. 
Mr. Brown has been a key figure 
in the Philco sales and merchan- 
dising organization since 1928. 


It was raining packages! 


I say to myself, | never saw it rain pack- 
ages before. Or maybe it’s a windfall. 
But then again maybe I’m dreaming. 


An INCREASE in available merchan- 
dise is hardly a dream any more. 


’ And there’s the kind 


you dream about for this ever- 
increasing flow of consumer goods — 


Philadelphia — third 


thing to sell. 


of a market 


largest city. 


Philadelphians are buying and 
want to buy more — keep this fact 
well in mind, should you have some- 


Of course, a contemplated family 
purchase often takes a family con- 
ference, that’s only natural — the 
conference is often held around the 


newspaper read daily by 4 out of 5 
Philadelphia families. 


It’s The Evening Bulletin, news- 
paper that goes home in this city 
of homes. It has a circulation ex- 
ceeding 600,000, the largest evening 
circulation in America. It is buying 
counsel to most of the people of 


Philadelphia. 


In Philadelphia—nearly everybody reads 


The Bulletin 
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Lennen & Mitchell 
Appoints S.R. Boyd 
to Maxson Account 


New York, June 12.—Stewart 
R. Boyd, formerly with Young & 
Rubicam in a merchandising ex- 
ecutive capacity and previously 
advertising and sales manager for 
Frozen Food Products, Syracuse, 
has joined Lennen & Mitchell, 
Inc., as account executive on the 
Maxson Food Systems account. 
Maxson has earmarked $250,000 
for advertising and sales promo- 
tion of its precooked frozen foods 
(AA, June 3). 

Mr. Boyd’s appointment came 
as the agency announced several 
other additions to its staff. Todd 
Franklin, formerly research di- 
rector for H. W. Kastor & Sons 
Advertising Company, Chicago, 
and previously an associate re- 
search director for Kenyon & Eck- 
hardt, has been named director of 
advertising research, to be assisted 
by Frank P. McCord, formerly 
with McCann-Erickson. 

Philip D. Cochrane Jr., formerly 
with Bodnar Radio Laboratories 
and the WOR Recording Studios, 
will become assistant merchandise 
and research director, and J. W. 
Bentzel, formerly with Batten, 
Barton, Durstine & Osborn, will 
be assistant merchandising - re- 
search director. 


BMB MappingNew 


Research Project 


New York, June 12.—Plans to 
conduct an experimental research 
project beginning in October have 
been initiated by the Broadcast 
Measurement Bureau’s_ technical 
research committee. 

The bureau’s sub-committee on 
statistical bases, which has com- 
pleted its work on BMB’s forth- 
coming uniform measurement of 
station and network audiences, 
was asked to recommend subjects 
for study and the methods to be 
employed in the project. The sub- 
committee’s members—Frederic G. 
Berner of the G. Washington 
Coffee Refining Company; Fred- 
erick B. Manchee of Batten, Bar- 
ton, Durstine & Osborn, and Ken- 
neth Baker of the NAB—all were 
reappointed. 

Also reappointed were Harper 
Carraine, CBS; Edward F. Evans, 
ABC; A. N. Halverstadt, Procter 
& Gamble, and W. J. Main, Ruth- 
rauff & Ryan, as members of the 
sub-committee on tabulating pro- 
cedures. This group, which also 
has finished its 1946 study, was 
authorized to develop methods for 
evaluating the methods and 
samples used by BMB in its sta- 
tion audience measurement. 


Honeywell Adds Walrath 


as Advertising Manager 


William B. Walrath Jr. has re- 
signed as director of research for 
Addison Lewis & Associates, Min- 
neapolis agency, 
to become ad- 
vertising man- 
ager of Minne- 
apolis - Honey- 
well Regulator 
Company, Min- 
neapolis. He 
succeeds George 
Benton, who has 
been appointed 
personnel man- 


ager. Chandler 
W. Walrath Jr. Murphy, who 
has been acting 
advertising manager, has been 


named assistant to the sales pro- 
motion manager. 

A lieutenant commander in the 
Navy, where he served as an in- 
strument flight instructor, Mr. 
Walrath joined the Lewis agency 
last November. Prior to his Navy 
service, he was assistant research 
director in the Chicago office of 
Batten, Barton, Durstine & Os- 
born, and later western advertis- 
ing manager of Young America. 
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On America’s Newsstands August 28 


A Great New Magazine... 


From Macfadden Publications, Inc. 


SPORT is designed for the tens of millions of men in every age, economic, and 
social bracket who spend tens of millions of dollars to buy 360 million tickets a 
year to sports events. 

But up until now not a single major magazine has been devoted to 
their most intense interest: sport! 

To them, SPORT is dedicated —on the eve of a golden age of sport, when 
millions of men have more money and leisure than ever before...when return- 
ing servicemen in their most sports-active years will add new millions to 
this already fabulous audience. 

Minimum distribution of the first issue of SPORT, dated September, on the 
newsstands August 28th, will be 350,000 copies, with a guarantee of 200,000. 
Guaranteed page rate is $2.50 per thousand. 


Vv Vv v 


Time is growing short for the placing of your advertising in 
the first issue of SPORT. Color forms close June 20... black and 
white forms, July 1. Join the prominent national advertisers of these 
products in SPORT: cigarettes, pipes, sporting goods, liquor, lug- 
gage, men’s toiletries, clothes, drugs and tires. 


Phone or wire for space reservations in SPORT’s premier 
edition today! 


JOHN F. SCHILLER, 205 East 42nd Street, New York City 


METZ B. HAYES CHARLES H. SHATTUCK JOE DOOHER 
Statler Building 221 N. LaSalle Street Russ Building 
Boston 16, Mass. Chicago San Francisco 


ee SS le ee B a 
90,000,000* — — 60,000,000* — 45,000,000* ee -  22,000,000* 


*Pre-war Annual Attendance 
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Industrial States 
Oppose Five-Year 
Census Program 


Washington, June 12.— As the 
Census Bureau completed tenta- 
tive plans to start the first postwar 
Census of Business and Manufac- 
tures in December, legislation 
scheduling the reports at five-year 
intervals ran into an unexpected 
obstacle this week in the House. 

Up for. an hour’s debate, the 
quinquennial Census of Manu- 
factures was opposed by Rep. 
James Fulton (R., Pa.), who 
argued that it should continue on 
its present two-year schedule so 
that the data would be up to date. 

Unconcerned about the Census 
of Business, he said he would be 
willing to have that study every 
two years, too, to make sure that 


industry had current information 
on economic trends. 


Action Surprises Allen 


Fulton’s opposition, sparked by 
the Departments of Commerce of 
the states of New York and Penn- 
sylvania, amazed Rep. A. Leonard 
Allen (D., La.), who had been 
piloting the bill on the theory that 
the Quinquennial studies would 
be less expensive than the two- 
year Census of Manufactures and 
the 10-year Business Census. 

As Rep. Fulton saw it, “We peo- 
ple in the manufacturing states, 
instead of getting more service 
under these proposed censuses, are 
going to get about 40% of the 
service because we will only get 
a manufacturing census every five 
years instead of every two.” 

Rep. Fulton rejected the idea of 
annual sample surveys, as pro- 
posed in the legislation. “What I 
want to do is to give business full, 
complete figures it can depend 
on, figures that are collected indi- 
vidually, and not as a sample or 
opinion by a business service to a 


particular group,” he said. 

The Census Bureau, meanwhile, 
revealed that it will mail ques- 
tionnaires for the first postwar na- 
tionwide studies during December 
if Congress authorizes the neces- 
sary $15,000,000 in funds. Already 
approved by the House, the ap- 
propriations will be before the 
Senate possibly next week, where 
a friendly reception is expected. 

The questionnaires will call for 
1946 data, with the first reports 
trickling out during the summer 
or 1947. 


Schedules Ready 


The Census of Manufactures 
will involve about a quarter of a 
million establishments, classified 
into 470 homogeneous industrial 
groups, involving 178 reporting 
schedules. 

Many of the schedules have 
already been drafted by govern- 
ment commodity specialists, and 
will soon be forwarded to trade 
groups and representative manu- 
facturers for criticism. 

If Congress finally adopts the 


pending legislation, there will be 
monthly and quarterly commod- 
ity reports, and an annual ‘Man- 
ufacturer’s Yearbook” which will 
provide the latest available data 
for marketing, research and other 
organizations. 


Readin to Produce 
Color Video Sets 


The Bendix Radio division, Ben- 
dix Aviation Corporation, Balti- 
more, last week announced that it 
has taken a license to produce col- 
or television receivers under CBS 
patents. Since color television has 
not received FCC approval for 
commercial purposes, experimental 
transmitters will be installed at 
the Bendix research and engineer- 
ing laboratories “so that develop- 
ment and research can go forward 
on an extensive scale.” 

Charles Marcus, Bendix vice- 
president in charge of engineering, 
said that the television receiver 
will augment the line of AM and 
FM radio and radio-phonographs 
which Bendix is producing in Bal- 
timore and Pomona, Cal., for na- 
tional distribution. 


Oregon 


Lewis and Clark blazed the way, back in 1805. 


Miners, fishermen, and lumbermen were fol- 


lowed by city-builders and industry-builders. No 


wonder the region grew more populated, more 


prosperous with each passing year! 


And no wonder today’s “Oregon Trail” 


finds advertisers and agencies seeking the ex- 


panding market covered by KEX in Portland. 


Here, in the heart of the Pacific Northwest, live 


more than 600,000 people. . eager for merchan- 


dise, and able to pay for it. 


Oregon’s American Network Station 


PORTLAND, OREGON 
5,000 WATTS 


Trail 


If you're looking for a Northwest Passage to 


increased sales on the Coast.. KEX is the ticket. 


By giving its programs a true Northwest slant, 


by following the Westinghouse policy of con- 


stant devotion to the public interest, KEX has 


gained, throughout its territory, an abiding good- 


will.. good-will reflected in many a sponsor’s 


rising sales-curve. 


Interested in availabilities? The man from 


Paul H. Raymer Company will be glad to point 


them out. 


WESTINGHOUSE RADIO STATIONS Inc 


KYW + KDKA 


« WBZ « WBZA + WOWO «+ KEX 


Represented nationally by NBC Spot Sales—except KEX 


KEX represented nationally by Paul H. Raymer Co. 


Advertising Age, June 17, 1946 


Ship Lines, Unions 
Argue Their Case 
in Newspaper Ads 


(Picture on Page 67) 

New York, June 12.—The Com- 
mittee of Maritime Unions and 
“The American Steamship Com- 
panies” took their respective ar- 
guments in the threatened ship- 
ping strike to the U. S. public last 
weekend through large-space ad- 
vertisements in newspapers 
throughout the nation. 

The unions opened the paid- 
editorial barrage with page dis- 
plays in 12 newspapers, including 
the New York Herald Tribune and 
Washington Post, last Friday. 
Headed “Why a Nationwide Ship- 
ping Strike June 15th?” the text 
concluded with an appeal for sup- 
port of Sen. George R. Aiken’s 
resolution requesting an inquiry 
into spending by the War Ship- 
ping Administration and Maritime 
Commission. The Lewis Edwin 
Ryan Agency, Washington, placed 
the copy and reported that addi- 
tional ads will be placed with an 
undetermined number of news- 
papers if the strike materializes 
or negotiations drag on. 

Copy for “The American Steam- 
ship Companies,” reportedly fi- 
nanced by “voluntary contribu- 
tions,” was placed in about 75 
newspapers throughout the coun- 
try Monday by J. Walter Thomp- 
son Company, New York. Page 
ads were inserted in the tabloids 
and 1,500-line displays in about 
40 papers. “The Maritime Strike 
Issue,”’ said the headline, ‘‘To the 
American Public Boils Down Very 
Simply to Just This: ‘Do We. 
Or Don’t We... Want an Ameri- 
can Merchant Fleet?’” Placing of 
additional ads by the operators 
will be “contingent on develop- 
ments,” the agency reported. 


Rexall Starts 
Recorded Show 


Los Angeles, June 12.—United- 
Rexall Drug Company next Mon- 
day will launch a transcribed 15- 
minute, five-times-a-week show 
soon to be aired from stations in 
most of the nation’s major cities. 

Initially the show, called “Music 
from Hollywood” and featuring 
songbird Jeannie McKeon and 
Buddy Cole and his instrumental 
group, will be heard from WCOP, 
Boston; WNEW, New York; KPO, 
San Francisco, and KFI, Los An- 
geles. Later the platter program 
will be spotted in many other 
market areas on a 52-week basis. 

The show is being put together 
for United-Rexall by the Los An- 
geles office of Batten, Barton, Dur- 
stine & Osborn. 


Woodward Now Partner 
in Free & Peters 


Russel Woodward has been made 
a partner in Free & Peters, radio 
representative, with headquarters 
in Chicago as executive vice-presi- 
dent. At the same time, it was 
announced that H. Preston Peters 
has acquired controlling stock of 
the company from James L. Free. 

Mr. Peters is president, with 
headquarters in New York, and 
Mr. Free is chairman, with head- 
quarters in Hollywood. 


Reinhold Elects 


Peters and Winsor 


Fred P. Peters, editor-in-chief 
of Materials & Methods, and Wil- 
liam P. Winsor, vice-president and 
associate publishing director of 
Materials & Methods, have been 
elected to the board of directors 
of Reinhold Publishing Corpora- 
tion, New York. 

Mr. Peters has also been named 
associate director of the company’s 
book division and will assist in 
expanding Reinhold’s book pub- 
lishing activities in metallurgical, 
metal-working and materials en- 
gineering fields. 
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National Representatives: THE BRANHAM COMPANY 


New Brooms...sales sweep! 


National Tea Company of Chicago ended the year 1944 


National Tea—Sales Gains 


with 827 stores, sales of 99 million dollars, and an cowl i 1944 in Pat 
ambitious rehabilitation program planned by the new July 14 7,994,374 7,829,639 2.1 _ 
Aug. 11 8,225,773 7,845,012 4.9 670 
SeRR ENE. Sept. 8 8,025,536 —-7,745,062, ss 3.6.——«21,078 
New Broom No. 1 in the program was Harle Oct. 6 = 8,846,157 7,319,613 20.8 me 
N ae wee y Nov. 39,116,429: 7.656,733 ©. 19.1 4,928 
McNamara, as Executive Vice President. Mr. Dec. 1 9,719,271 7,778,925 24.9 9,856 
McNamara has a long and successful experience in food Dee. 51 10,998,495 = 6,963,047 98 LA 9,940 
a : i 1946 1945 
merchandising, a host of friends in the industry, a Jan. 26 9,781,797 7.330.799 33.4. 9.856 
pioneering spirit and an abundance of ideas. Feb. 23 10,532,641 7,502,615 40.4 9,940 
Mar. 23. 10,794,750 7,071,541 52.6 9,910 
National Tea set out to sell the Mrs. with the market Apr. 20 10,803,650 7,070,902 52.8 10,022 


basket, to make the chain so attractive few shoppers 
could resist. Small inefficient stores were closed, more 
departments added to self-service markets. New fronts 
and paint jobs brightened exteriors. Interiors were re- 
arranged and newly equipped, shelves refaced, items 
reshuffled, new lines added, service improved, pro- 
motions stepped up. 


neighborhood grocers who present their best values in 
The Sun's Food Directory every Friday . . . find the 
paper brings new customers and fresh demand for 
featured items. 


Remember The Sun was and is a wanted newspaper, 
liked and respected by the people who read it, enjoying 


the confidence and support that few newspapers ever 
And among the new brooms was The Chicago Sun. enlist. 


Convinced that a rising medium held a rising market, 
National Tea contracted for 13 full pages, one every 
Friday, in the paper with the livest food pages in Chi- 
cago. The first appeared October 26, 1945. A full page 


After four years of comprehensive and _ practical 
service to women on the buying, preparation and serv- 
ing of food, market quotations and prices, menus and 


diet . . . The Sun has established itself as a helpmeet to 
has appeared every week since—for 32 consecutive weeks. enough housewives in Chicago so advertising to women 
With other, older Chicago papers carrying the adver- gets extraordinary response. And the advertising re- 
tising, the effectiveness of an additional paper might sponse ts felt in chains as well as smart specialty shops, 
have been slow to show itself. But reports show that on low priced everyday items as well as top market 
The Sun's influence was evident from the start, and merchandise! 
= this new broom is a factor in steadily growing If you have something for the women of Chicago, 
sales. 


The Sun has something for you . . . The nearest Sun 
National Tea’s experience is duplicated by over 200 __ representative can give you details. 


THE CHICAGO SUN 


400 West Madison Street, Chicago 6, Illinois 
250 Park Avenue, New York 17, N. Y. 


CHICAGO: 360 North Michigan Ave. *» NEW YORK: 230 Park Ave. « Atlanta +» Charlotte « Dallas » Detroit +» Kansas City « Los Angeles +» Memphis © St. Louis + San Francisco 
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10 
Eight to Transitads 


Eight tran:it companies have 
named National Transitads, Chi- 
cago, as sales and advertising rep- 
resentative. They are: Akron 
Transportation Company, Akron; 
Baton Rouge Bus Company, Baton 
Rouge, La.; Boston, Worcester & 
New York Street Railway Com- 
pany, Framingham, Mass.; Hudson 
Bus Line, Medford, Mass.; South- 
ern Coach Lines, Chattanooga; 
Southern Coach Lines, Nashville; 
Springfield Transportation Com- 


Complete line of artists’ materials 
and supplies 
Artists’ Rubber Cement 
S S RUBBER CEMENT CO 
314 N. Michigan Ave., Cen. 3373, Chicage } 


pany, Springfield, Ill., and Youngs- 
town Municipal Railway Company, 
Youngstown, O. National Transit- 
ads now represents 57 transit 
companies. 


Sports Weekly Gets Set 


Previews and reviews of the 
nation’s sports will appear in the 
new, 32-page All-American Sports, 
scheduled to hit newsstands early 
in July. Publisher is Schneider- 
Fisher, Inc., an all-veteran Chi- 
cago company. About 30% of the 
magazine’s space will be allotted 
to photographs. 


Joins Product Designers 


Kenneth P. Schory, formerly 
with Grumman Aircraft Corpora- 
tion and with Dohner & Lippin- 
cott, New York, has joined the 
staff of Product Designers, Chi- 
cago, as an executive designer. 


Western Union 
Hikes Rates 10%; 
Full Study Sought 


Washington, June 11.—Agreeing 
that ‘something more basic must 
be done, and done soon” to de- 
velop a strong and efficient tele- 
graph system in the United States, 
FCC today allowed Western Union 
to boost its rates 10% for a one- 
year period, pending “a compre- 
hensive investigation” into the 
company’s rate structure and op- 
erating policy. 

In granting the increase, the 
commission “expressed doubt” 
whether Western Union would get 
the estimated $18,500,000 of addi- 
tional revenue “in view of com- 


petition from telephone, TWX ana 
air mail services.” 

Finding that Western Union is 
losing $1,000,000 a month, and may 
exhaust its cash surplus by the 
end of 1946, the commission said 
“it was not prepared to find’ that 
the proposed increase will not 
yield a substantial increase in 
revenue, 


Asks Lower Rates 


Commissioner Clifford J. Durr 
thought otherwise, however, as- 
serting that “the only kind of rate 
adjustment which will contribute 
in any way to the solution of the 
company’s problem will be an ad- 
justment in the direction of sub- 
stantially reduced rates.” 

Commissioner Durr criticized 
the hearing that had been held 
from April 29 to May 17, assert- 


ma 


313 home furnishings advertisers say: 


“RETAILING 
is the ONLY 


one for me” 


THE 


t. 

2. 

3. 

° « e e « Nhey use no other trade paper to reach 4. 
furniture, home furnishings and department stores > 
7. 

RETAILING and RetTAILING alone does a thorough job of taking 8. 
. . . . . 9. 

your sales message to retailers in the giant home furnishings om 
industry. = 


373 of RETAILING’s 751 advertisers (49% of them) 
say “RIGHT!” and back up their opinions by using 
RETAILING EXCLUSIVELY to cover the nation’s 
furniture, home furnishings and department stores. 


For RETAILING covers the industry more thoroughly than any 
other trade paper—going to more subscribers (19,027), to more 
cities and towns (2,455), to more furniture, home furnishings, 
chain, specialty, and department stores (7,507), than any other 


home furnishings trade paper! 


No other trade paper has so big and important and eager an 
audience for home furnishings advertising. No other trade paper 
can be used exclusively, with so much assurance of all-inclusive 
coverage. And that’s why more and more advertisers are using 


RETAILING alone. 


home 


A 


TWICE-WEEKLY 


NEWSpaper ABOUT: 


Furniture and Bedding 
Curtains and Draperies 
Decorative Accessories 
Floor Coverings 

China and Glassware 
Lamps and Lighting 
Housewares 

Major Appliances 
Radio and Television 


MONDAY AND THURSDAY 


THE ONLY complete authoritative 
source for the news that guides the 


furnishings retailer’s daily 


decisions. 


BIGGEST CIRCULATION in this field. 


od 


Latest ABC figures (Dec. 31) show 
19,027 subscribers. Current circula- 
tion, Over 22,000. 


BIGGEST VOLUME of advertising in 


this field—for 8 years RETAILING has 
carried more advertising than the 


a 


next eight trade papers combined! 


AMERICA’S No. 1 
HOME FURNISHINGS 


TRADE PAPER 
oe 


The ONLY home furnishings )NEWSpaper 


FAIRCHILD BUILDING, 8 E.13TH ST., NEW YORK CITY 3 
ONE OF THE FAIRCHILD FAMILY of publications that include Women’s Wear Daily, Daily News Record, Men’s Wear, Footwear News, Fairchild International and Fairchild Blue Book Directories 


Advertising Age, June 17, 1946 


ing that “in the absence of in- 
formation adequate to the intelli- 
gent exercise of the commission’s 
regulatory duties, the hearings’ 
proceaures become little more 
than time-consuming rituals.” 

The rate boost will apply to 
full rate, day letter, night letter, 
serial and press messages, It per- 
mits Western Union to eliminate 
tourate service, free forwarding, 
longram and serial longram serv- 
ices, and to revise day letter, night 
letter and money order premium 
charges. 

FCC said that Western Union 
will need substantially more reve- 
nue than it is now requesting if 
it is to continue as a solvent en- 
terprise and provide satisfactory 
service on a nationwide basis. 


‘Drastic Revision’ Needed 


In proposing a complete study 
of Western Union operation, FCC 
said: ‘“‘Neither the commission nor 
the company is satisfied with 
Western Union’s present rate 
structure, and a drastic revision of 
that structure is required.” 

On the opposite pole from Com- 
missioner Durr, Commissioner 
E. K. Jett felt that FCC should 
not have put a one-year limita- 
_tion on the rate change, nor re- 
_tained the 20% discount on gov- 
ernment messages. 

He feels government should pay 
_the full rate, particularly since 
_ Western Union is faced with a 
financial crisis, and the govern- 
ment pays full rate for telephone 


| service. 
| 


| Ontario Printers Ask 


Liquor Ad Ban Removal 


_ More than 60 delegates repre- 
|senting eight Ontario printing 
_trades unions have backed a de- 
'cision to ask removal of the ban 
on liquor advertising in Ontario. 
| Their decision was based on the 
|fact that printing which other- 
_wise would have been handled in 
Ontario is being sent to other 
areas. They also claimed that the 
ban did “nothing to reduce liquor 
consumption.” 

They suggested that the gov- 
ernment either forbid entry into 
the province of any publication 
_carrying liquor advertising, or al- 
low the advertising to be printed 
| there so that Ontario workers will 
/not be denied the large volume of 
business heretofore sent out. 


Symons Forms S.A.S. 


E. Symons, formerly advertising 
| director of McGregor Sportswear, 
|has formed his own company, 
|S. A. S., to represent a group of 
magazine and advertising illustra- 
tors. One group, Symons Art 
Service, will operate from 17 E. 
48th St., New York. A separate 
group, known as Symons Adver- 
| tising Service, will be located at 
(34 W. 34th St. This group will 
aid advertisers and agencies in the 
preparation and production of all 
types of “large run” direct mail 
_ material. 


John Clarke Named 


_ John Clarke has been named 
director of the news bureau of 
| Smalley, Levitt & Smith, Los An- 
geles advertising and public re- 
lations counselor. 


| Snead Joins ‘True’ 


Hunter Snead has resigned as a 
member of the promotion and 
merchandising staff of McCann- 
'Erickson, New York, to become 
_sales promotion manager of True. 
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DURING THE DAY 


—and all day long—they are say- 
ing “yes” — “no”? — “yes” — “no” 
—deciding major policies—author- 
izing expenditures in the 


hundreds of millions 


TWO CHECK BOOKS 


The key management men who read The United 
States News every week—(and they say it's must 
reading) — are the most prolific users of check 
books in the country. Most of their waking hours, 
in the office and at home, are spent in 


SPENDING /[MONEY 


The United States News is, by all odds, the most intensively 
read magazine by top key executives in the highly selective 


INDUSTRIAL BULL’S EYE MARKET 
* 


These same men—and their families—are the potent, dis- 
criminating and influential heart of the highly selective 


QUALITY CONSUMER BULL’S EYE MARKET 


In the past year458 advertisers displayed their products and services 
in the pages of The United States News. More than 140 of these 
leading companies advertised Quality consumer products . . . Many 
advertisers know that this magazine—(among 17,000 publications) 


—is a two-way thoroughfare leading to best homes across the country. 


AFTER 5 P.M. 


they are still saying “yes” — “yes” 
—“no” — “yes” — authorizing ex- 
penditures for a new car — home 
furnishings — another radio — a 
trip to Europe — family purchases 
for this and that, running into the 


tens of millions 


(250,000 GUARANTEE) 


The Direct Route to 
those who O.K. both 


corporate and family buying 
* 


Daniel W. Ashley 
Vice President in Charge of Advertising 
30 Rockefeller Plaza, New York 20, N.Y. 


READ BY MORE THAN 1.000.000 MEN AND WOMEN CONSUMERS 
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A Slander on Advertising 


It is not startling that broad 
generalities should be made in the 
heat of political debate, nor that 
discussion of public issues should 
sometimes wander somewhat from 
the point. But when Senator Taft 
of Ohio took to the air waves re- 
cently to blast at Chester Bowles 
he said this, among other things, 
as reported by the Associated 
Press: 

“Mr. Bowles is an advertising | 
man and is not concerned with | 
facts.” 

We have no interest here in the | 
merits of the debate between 
Messrs. Taft and Bowles. We are 
concerned only with the implica- 
tions of the Senator’s remark that 
advertising men are not concerned 
with facts. We resent that remark, 
and we think every decent adver- 
tising man should resent it. It 
makes no more sense than to say: | 
“Senator Taft is a lawyer and is| 
not concerned with facts.” 

The serious part of a situation | 
like this, in which a slander on| 


the description and let it go at 
that. 

If books like “The Hucksters’’ 
can purport to demonstrate the 
workings of advertising, and Sen- 
ators can assert that advertising 
men have no concern with facts— 
and no one challenges them—it 
seems clear that advertising will 
very quickly face the gravest and 
most serious public relations prob- 
lem in its history. 

It is easier and more sophisti- 
cated to take things like this with 
a grin and a chuckle, to laugh 
them off, or even to relish the turn 
of a phrase which places the ad- 
vertising business in an unfavor- 
able light. But it is also easy to 
visualize that if advertising men 
and advertising organizations con- 
tinue to follow this path of least 
resistance, the gains in stature 
which advertising has made dur- 
ing recent years will be lost. 


“All those in favor say ‘'Moo’." 


—From True, the Man’s Magazine, for June 


‘Mail's’ Fiftieth 
In the rustle of slashed budgets, 


the popping of exploded “postwar 
dream bubbles,” and the ebb and 


‘flow of advertising news, we in-| 


advertently omitted to tell you 


about a happier event. In London, | 


| the Daily Mail celebrated its 50th 
,anniversary last month. Its first 


issue was 397,215 copies, and its | 
Jottings 


present daily circulation is 1,863,- 
503. The paper was very active 
in the promotion of aviation, offer- 
ing $50,000 in 1906 for the first, 
one-day flight from London to 
Manchester. 

It had two serious brushes with 
officialdom. During the Boer War 
it tangled with the censors and was 
for a time removed from all War 
Office releases. During World 
War I, it exposed the shortage of 
|shells during the dark days of 


Perhaps it is time that advertis- | 1915. The British public clamored 


ing men and advertising interests 
became vocal, even to the point of 


|for the arrest of Lord Northcliffe, | 
'the Mail’s publisher, as a traitor, | 


copies of the Mail were burned 


advertising has been broadcast | pugnaciousness, in denying and publicly, and the paper’s circula- 
over a nationwide network and_| refuting slanders on their business, tion slumped. Subsequent investi- 


subsequently repeated in print in| and in protesting broad and es- 
most of the nation’s newspapers, | sentially untruthful statements, no 


is that advertising men have been matter from what source they may | 


too much inclined to chuckle over | 


A Test to 


As reported elsewhere in this 
issue, the Silex Company, which | 
makes el ectric appliances, has | 
launched a market absorption | 
study in Peoria, in which it hopes | 
other manufacturers will join. The | 
purpose of this study is “to pre- 
determine the normal post-bloom | 
capacity of consumers to absorb) 
merchandise, especially durable 
goods, as it will be affected by the 
country’s increased income.” 

In an effort to develop this in- 
formation, Silex plans to “flood the 
Peoria area with merchandise until 
supplies and demand have reached 
the saturation point,’ and then to 
check on the normal absorption 
capacity in relation to the period 
when merchandise was scarce. 

In this manner, Silex believes, 
it will be able to determine “nor- | 
mal conditions” for its products | 
from six to 12 months ahead of | 
national trends. 

The experiment poses some ex- 
tremely difficult problems, but it 
seems to us to be well worth the 
effort, and we hope that competi- 
tors of Silex will join in the ex- 
periment, so that all of the com-| 
petitive factors may be measured. | 
No one knows anything about| 


emanate. 


Be Watched 


the normal demand for cOnsumer 
durable goods after the pipelines 
of badly needed merchandise are 


filled, and it will be extremely in-| 


teresting to see what develops in 
the Peoria experiment. No one 
knows very much about the pres- 
ent demand for such products, 
either, except that practically 
everyone in the population has 
said he wants them. Exactly how 
these expressed wants will stand 
up when merchandise is actually 
available in any desired quantity 
is problematical, and the Peoria 
experiment should supply some 
good clues on this score, also. 

We have long realized that the 
magnificent projections of con- 
sumer wants which were de- 
veloped during the war years have 
had relatively little validity on the 
sales line, and we have heard some 
rather disheartening stories about 


‘the number of “firm orders” for 


merchandise in the consumer dur- 
able classification which have 
faded out when they got to the 
point of actual delivery. 

The Silex experiment should 
provide a great deal of help in an 
area where facts can be used to 
advantage. 


| gation proved the Mail’s facts cor- 
| rect, and the paper’s circulation 
jumped to 1,100,000, a new high 
for that day. 


| Color Line 


One of our scouts noticed that 
the current Farnsworth television 
copy features a four-color photo- 
graph of a ballet. The costumes 
are colorful, the background is 
gorgeous. Underneath the photo- 
graph, however, appears the note 
that the company “will bring bal- 
let, theater, opera, news and sports 
events to your home—in sparkling, 
detailed black -and- white action 
pictures.” 


That New Yorker Twist 

A colleague of ours, trudging 
wearily home from’ work, 
passed through the commercial 
spires of Rockefeller Center. There 
he observed two sailors, necks a- 
crane as they looked at the build- 
ings’ peaks. One sailor, with a 
flat Midwestern accent, said “Boy, 
that would hold a lot of corn!” 
Delighted, our colleague rushed 
home and described the incident 
for The New Yorker (this was be- 
fore he contributed all his cheery 
incidents to this column). 

In a short time, he received a 
check for $10, with the notation 
that it was “in appreciation of 
your item on the two sailors over- 
looking Best & Co.’s store excava- 
tion on Fifth Avenue.” 

When the item finally was pub- 
lished, the two sailors were look- 
ing into the Best & Co. excavation, 


and one, with a Maine accent, was 


saying “I wish my old Dad could 
see that. It would sure freeze a 


| No. 2656. 


lot of ice.” 
We yield to no man in our ad-| 
miration for the so-called “New | 
Yorker twist,” but this is just one | 
twist short of mayhem. And here- | 
by qualifies for the ‘““Neatest Twist | 
of the Week.” 
| 


One of our jovial colleagues 
points out that a soldier with a 
bride used to be a symbol of the 
postwar, post-discharge era. But 
now the Army is using the same 
illustration for its enlistment cam- 
paign... 

With a headline “How do they | 
do it?” the public relations firm of | 
Robbins & Barber announces that | 
it won’t be necessary for them to} 
change their stationery, that their | 
offices are being moved to others | 
on the same floor. Do they mean) 
“How” or “Why” in that head- 
line? . 

Avoiding the usual perfumed 
blotter card idea, Parfums de 
Renel is merchandising “Etchings”’ 
perfumes with a little giveaway 
packet of six scented cards, bound 
in a miniature check book with 
perforated leaves. Each card pro- 
motes a different perfume with a 
/shopping check list on the back. 
The book’s inside cover is a gift 
list for hard-to-remember dates. 
| As a further use, the cards can be 
‘torn out to become individual 
|sachets in your bureau drawers. . 


| 


| Appropriately enough, with all 
ithe “grain extraction” troubles 
ithe millers are having, Gwinn 
Bros. & Co., Huntington, W. Va., 
introduces a new dark flour under 
the SNAFU brand... 


| sued this brochure, 


Advertising Age, June 17, 1946 


The following documents may 
be secured without charge from 


companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 


No. 2655. Who Advertises What? 
The Iron Age Data Folder. 
Why the Iron Age. 

The Iron Age, Chilton publica- 
tion, has issued these new folders, 
the first of which contains a page- 
by-page analysis of its advertising 
during 1945. The second provides 
a wealth of information about the 
metal-working industry and how 
The Iron Age covers it, and the 
third contains a study of the pub- 
lication’s readership. 


Aurora, Elgin & Joliet. 

The Copley Group has issued 
this analysis of the northern Illi- 
nois market covered by its mem- 


bers: Aurora Beacon-News, Elgin 


Courier-News and Joliet Herald- 
News. It includes a consumer sur- 
vey showing intended purchases; 
data on manufacturing; employ- 
ment; housing and many other 
market indexes, and a circulation 
breakdown of the newspapers. 


No. 2657. Progress in the Am- 


arillo Area. 

This brochure, issued by the 
Amarillo News-Globe, tells about 
this area’s progress in the 60 years 
since a couple of promoters paid 
the state of Texas $1,280 for 640 
acres of land—thereby officiating 
at the birth of Amarillo. The book 


‘deals with population, geography, 


agriculture, industry and other 

facts showing the territory’s 

growth, as well as coverage by 

the News-Globe. 

No. 2649. Fort Wayne Market 
Map. 

The News-Sentinel, Fort Wayne, 
Ind., has issued this map, one side 
‘of which is printed in color, with 
‘a color key indicating monthly 
‘rentals in residential areas. The 
reverse side provides a map of the 
‘city’s retail trading area, with a 


‘table showing mileage between 


‘Fort Wayne and other cities and 
towns designated, and a county 
‘table of retail sales by classifica- 
tion. 


'No. 2650. Decalcomania Sign Ad- 
visor. 

The Meyercord Company has is- 
which, with 
‘full-color reproductions, illustrates 
‘the many and various kinds of 
Meyercord decals and shows how 
they can be put to work on deal- 
ers’ windows, show cases, count- 


They’re chuckling about Leslie e's, etc. 


/Gould, recently named financial 
editor of the New York Journal- 
American, who was a recent vic- 


No. 2626. Magic Carpet. 


Philadelphians are ready to go 


tim of the makeup gremlins. Under places, according to this booklet, 
a two-column head, “Business issued by the Philadelphia Record, 
Must Sell ‘Self,’ Defend American and it gives some reasons why 
\Way,” Mr. Gould expounded a/| would-be travelers go to the Rec- 
liberal viewpoint of the future and ord for suggestions on where and 
responsibility of American busi-| how to go. Plans for an enlarged 
ness. Next to his story, its head-|travel bureau and resumption of 
line crammed against Gould’s, ran | the newspaper’s resort and travel 


——EEEEEEE 


the story of General Motors’ earn- 
ings. The headline: ‘General Mo- 
tors Loses 36 Million Dollars.” . . 

Out in Eau Claire, Wis., where 


ing Company noticed one of his 
customers, Frank Trudea, running 
the following copy: “Due to the 
shortage of NYLON STOCKINGS, 
beer, whisky, meat, butter, sugar, 
and MEN’S UNDERCLOTHING, 
No Food Will Be Served After 7 
p.m. Trudeau’s Rendezvous.” . 


people do reasonably daffy things, | 
scout Hal Johnson of Blatz Brew- | 


|section as soon as paper is avail- 

|able are described. 

| 

'No. 2625. The Grocery Business 
in Rock Island - Moline - East 
Moline, Il. 

The Moline Dispatch and Rock 
Island Argus have issued this 
folder, which lists major super food 
markets, shows the tri-city sales 
rank among six Illinois-Iowa mar- 
kets, and gives the 1945 record of 
some of the major Argus and Dis- 


.|patch food advertisers. 
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Radio Group Head 
Denies UAW Claim 
of FM Sef ‘Stall’ 


ClO Group Seeks 
Sarnoff Testimony 
on RCA Policies 


Chicago, June 11.— Charges by 
the CIO United Auto Workers that 
radio makers are holding up pro- 
duction of FM radio receiver sets 
were branded as false today by 
R. C. Cosgrove, vice-president and 
general manager, Crosley Corpora- 
tion, Cincinnati, at the 22nd an- 
nual convention of the Radio 
Manufacturers Association. 

At the same time it was learned 
that the UAW-CIO had requested 
that David Sarnoff, head of Radio 
Corporation of America, be sub- 
poenaed to appear before the cur- 
rent FCC hearings here on new 
FM stations in Chicago. 

The UAW wants to question Mr. 
Sarnoff about RCA’s production 
of FM sets, according to Joseph 
Mattson, regional director, who de- 
clared that RCA’s production and 
sales policies will have strong 
bearing on the number of FM sets 
available to the U. S. Unless FM 
sets are available, Mr. Mattson de- 
clared, no listening audience can 
be built up for UAW-CIO’s Broad- 
casting Corporation, which is com- 
pletely dependent on FM broad- 
casting. 


Cabinet Scarcity Hinders 


In answer to UAW-CIO charges 
of delay by manufacturers, Mr. 
Cosgrove, who is president of the 
RMA, said that FM sets require 
larger cabinets which currently 
are so scarce as to be a serious 
hindrance to production. Virtu- 
ally all of the 4,500,000 AM sets 
built since V-J Day have been 
table models due to the cabinet 
searcity, he pointed out. 

Some delay was due to fre- 
quency changes from 42 to 50 
megacycles to the postwar fre- 
quency of 88 to 108 megacycles 
recommended by the FCC to pro- 
vide better service. Other delays 
are in prospect, Mr. Cosgrove said, 
including a scarcity of condensers 
and radio tubes. 


Unit Volume Down 


Mr. Mattson told AA that lack 
of demonstrating models indicated 
to him a lack of desire on the part 
of radio makers to build up FM 
set markets. The union spokesman 
said he felt that lack of suitable 
cabinets was not a justifiable rea- 
son for low FM set production. 

The dollar volume of radio pro- 
duction this year, Mr. Cosgrove 
said, probably will equal 1941 fig- 
ures, although the unit volume 
probably will be less than the 13,- 
000,000 sets turned out in 1941. 
Because of higher labor and ma- 
terial costs, prices to distributors 
have gone up 30%. Consumer 


“WFDF Flint covers the world 
of sports.” 


prices are up about 20%, due to 
the industry’s cost absorption pol- 
icy. 


Neher Named Sales Head 


J. Q. Neher, formerly with 
Petersime Incubator Company, has 
been appointed sales manager of 
Cugley Incubator Company, Get- 
tysburg, O. 


J. M. Hickerson Named 


J. M. Hickerson, Inc., New York, 
has been appointed by Kirkeby 


Hotels, including the Sherry- 
Netherland, Hampshire House, 
Gotham and Warwick, all New 
York; Blackstone, Chicago; Bev- 
erly-Wilshire, Beverly Hills; Sun- 
set Tower, Hollywood; Ambassa- 
dor, Atlantic City, and Hotel 
Nacional de Cuba, Havana. 


Navin Advanced 


James J. Navin, since 1940 sales 
manager of Johnson & Bassett, 
Worcester, Mass., has been elected 
second vice-president and a di- 
rector. 


Coons Appointed A. M. 


Harold L. Coons, since 1939 as- 
sistant advertising manager of 
Keystone Steel and Wire Com- 
pany, Peoria, Ill., except for two 
and a half years’ Navy service, 
has been appointed advertising 
manager. 


Redesigns Section 

The Sunday Journal, Providence, 
R. L., has introduced a redesigned 
gravure section in the form of a 
new 16-page tabloid size maga- 
zine, called The Rhode Islander. 


13 
Lichterman Appointed 


George Lichterman, former elec- - 
tronics instructor at Illinois Insti- 
tute of Technology, has been ap- 
pointed advertising manager for 
Belmont Radio Corporation agency 
of the War Assets Administration, 
Chicago. 


Rice Joins Hutzler 

Stuart J. Rice Jr., formerly with 
McGraw-Hill Publishing Company, 
New York, has joined Hutzler Ad- 
vertising Agency, Dayton, as ac- 
count executive. 
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ANSWER: He’s a Newsweek reader—typical of the 
750,000 heads of influential Newsweek-reading 
families who want to know what’s back of the news, 
and what’s likely to be in tomorrow’s headlines: — 


= 


~~ 
yy 


.. 


1. Nearly half of all members of Newsweek 
families in the Armed Forces were officers. 
And four out of 10 of Newsweek’s family 


Do you know this man? 


‘7 


-: 
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own thoroughbred. 


heads are executives directing an average 
of 51 persons. 


2. Two-thirds of Newsweek families entertain 
an average of four guests a week—an aver- 


age of one week-end guest every week. 


3. Newsweek families go in for active sports. 
A fifth of them number riding as a favorite 


sport. 


THE maGatiut 


@ CLUE No. 3—Busy as he is, he 
still finds time for his favorite 
diversion: a morning ride on his 


Newsweek 
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THAT’S THE TOP OF THE MARKET FOR YOU! 
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FAMILY AD—This full page, perhaps 
the first newspaper ad of its size ever 
run in the South by a food manu- 
facturer, introduced an intensive spring 
campaign for the Blue Plate food 
family, Wesson Oil subsidiary. 


Blue Plate Foods 
Brand and Products 
Ads Work as Unit 


New Orleans, June 12.— Fre- 
quency, recipes and promotion of 
the whole family of foods mark 
the extensive spring campaign for 
Blue Plate Foods, Inc., which is 
currently running its course in 
the South and Southwest. 

Blue Plate, a wholly owned sub- 
sidiary of Wesson Oil & Snowdrift 
Company, started its spring drive 
this year with a full newspaper 
page, featuring half a dozen of the 
company’s leading products in a 
size which has not been used in its 
territory for many years, and the 
campaign gained momentum with 
the use of thrice-weekly ads of 
about 240 lines, using a standard- 
ized layout design featuring a 
“menu idea for today.” Each of 
the menu ideas was built around 
a single Blue Plate product, and 
the first week of every month a 
larger family ad, again featuring 
four or five products, is used. 

Blue Plate Foods, Inc., is a sep- 
arate entity in the prepared foods 
business which developed from 
the belief of Charles A. Nehlig, 
vice-president and managing di- 
rector of Wesson Oil, that the 
company could market finished 
products as well as ingredients. 
He started the company off in 1930 
on an experimental basis, as a 
purely local operation, manufac- 
turing and selling only one prod- 
uct, Blue Plate mayonnaise. 


Line Extended Broadly 


Since that time, Mr. Nehlig has 
directed the company’s growth to 
the point where it has become one 
of the largest food companies in 
the South, operating in 11 states, 
from Texas to Virginia. Although 
it now has a long line of products, 
its mayonnaise has not been 
slighted; in fact, Blue Plate may- 
onnaise has become the leading 
brand in a large part of its terri- 
tory. 

The Blue Plate organization op- 
erates through jobbers in certain 
areas, but primarily the company 
has built its business along the 
line of direct distribution, operat- 


No Burton Browne 
client has a 
competitor with 
better advertising 


BURTON BROWNE 
— ADVERTISING 


619 N. MICHIGAN, CHICAGO II « DEL. 8300 


| ing its own white and blue trucks 


in all principal cities. 

After several years of operation, 
other Blue Plate products were in- 
troduced, in order to take advan- 
tage of the established truck dis- 
tribution facilities, with affiliated 
items, such as salad dressing, 
sandwich spread and various 
sauces making their appearance. 


Coffee, Peanut Butter Added 


Several years ago coffee was in- 
troduced, again starting only in 
New Orleans and then being ex- 


tended throughout the territory. 
Then along came preserves, jellies 
and jams, and the latest addition 
—peanut butter—which has since 
become a major product. 

Blue Plate products are now 
produced in New Orleans, where 
the company has a separate coffee 
mill, as well as in Richmond, Va., 
Atlanta, Ga., and Opp, Ala., where 
the peanut butter is produced. 

Fitzgerald Advertising Agency, 
New Orleans, has handled the 
advertising and promotion since 
the company was in its infancy. 


WHBC Power Increased 


Station WHBC, Canton O., has 
been authorized by the FCC to 
increase its power to 5,000 watts 
nighttime, from 1,000 watts power. 
The station frequency, 1480 kc, 
remains unchanged. 


Coughlin Named Ad Head 


John L. Coughlin, formerly as- 
sistant advertising director of the 
Hartford Courant, has been ap- 
pointed acting advertising direc- 
Lt succeeding Charles H. Con- 
land. 


Advettising Age, June 17, 1946 


Le Galion to Reach 


Le Galion Sales Company, New 
York, importer and distributor of 
Le Galion perfume, has named 
Chas. Dallas Reach Company, New 
York and Newark, to introduce 
the French product to the Ameri- 
can market in forthcoming news- 
paper, fashion magazine and busi- 
ness paper advertising. 


‘Post’ Names Sidur 


Robert H. Sidur has been placed 
in charge of book advertising for 
the Washington Post. 
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FACTORY’S INTERIM 


ASK YOUR FACTORY REPRESENTATIVE TO SHOW 
IT TO YOU! SEE FOR YOURSELF HOW FACTORY 


The Interim Circulation Audit is a “play-by-play” 
report on the new subscribers who are buying 
FACTORY in unprecedented numbers. It tells who 
they are, their titles and their companies, as they 
are being added to the circulation list. The whole 
story on both quantity and quality—no waiting for 
an ABC Statement when you need facts now. 
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It is issued periodically because FACTORY wants 
its advertisers to know the up-to-the-minute facts as 
its circulation climbs. Ask your FACTORY repre- 
sentative to show you the Interim Circulaticn Audit 
—there is proof of FACTORY’s progress in building 
the largest paid audience of plant operating men 


ever reached by an industrial publication. 


TO 


a oe 


NEVER BEFORE IN 
INDUSTRIAL PUBLISHING, 


OUR KNOWLEDGE, HAS 


ANYONE OFFERED SUCH 
FRANK, REVEALING 
EVIDENCE OF QUANTITY 
AND QUALITY IN ITS 
CIRCULATION GAINS 


——— 


This tremendous increase in FACTORY circulation is being made without 
the slightest change in our aims or policies. FACTORY concentrates on 
plant operating men as it has always done—but now delivers a much 
bigger and better audience of them. So many more have already bought 
FACTORY that every-month advertisers will receive a bonus of well 
over 100,000 readers in 1946! 


TO SELL THE MEN IN THE PLANT—WHO GET OUT THE PRODUCTION— 
WHO BUY AND USE MODERN EQUIPMENT—THE PLANT OPERATING GROUP... 
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War Assets Boss 
to Talk Surplus 
at NIAA Meeting 


Atlantic City, June 12.—Lt. Gen. 
Edmund B. Gregory, director of 
the War Assets Administration, 
will be the featured speaker at the 
wind-up luncheon of the 23rd an- 
nual conference of National In- 
dustrial Advertisers Association 
here June 20-22, closing the or- 


~ 


ganization’s first full scale postwar 
meeting. 

Some 2,000 industrial admen are 
expected to gather for a jam- 
packed meeting, at which speakers 
include Charles M. White, presi- 
dent, Republic Steel Corporation; 
J. Penfield Seiberling, president, 
Seiberling Rubber Company; Al- 
bert J. Weatherhead Jr., president 
of Weatherhead Company, as 
well as a score or more of leading 
industrial admen, agency execu- 
tives and publishers. 

The theme of the meeting, to 


be held at the Hotel Claridge, is 
“Tell and Sell—Industrial Adver- 
tising’s Postwar Job.” 


Snyder Heads Davis Firm 


Burdette E. Snyder, first vice- 
president and treasurer of R. B. 
Davis Company and R. B. Davis 
Sales Company, Hoboken, N. J., 
since 1943, has been elected presi- 
dent, succeeding G. S. Jephson, 
who will continue as chairman of 
the board. W. H. Risley, former 
secretary, has been named vice- 
president. 


Names Rosen 


David L. Rosen has resigned as 
eastern manager of Apparel Arts 
to become advertising director of 
Fascination and of the Avon Pocket 
Size Book, New York. Previously, 
he was with the advertising staffs 
of the Philadelphia Record and 
New York Times. 


Remo Appoints Upham 
Remo Company, Meriden, Conn., 
maker of laundry supplies, has 
placed its advertising with Philips 
Webb Upham & Co., New Haven. 


CIRCULATION AUDIT? 


IS BUILDING THE LARGEST PAID AUDIENCE OF PLANT OPERA- 
TING MEN EVER REACHED BY ANY INDUSTRIAL PUBLICATION 


An executive of one of the largest advertising agen- 
cies wrote us “Prewar normalcy is certainly out the 
window as a business goal and each passing day 


DURABLE GOODS INDEX — almost double 1939! 

INDEX OF INDUSTRIAL PRODUCTION — almost 50% higher! 
VALUE ADDED BY MANUFACTURE — 250% higher than 1939! 
GROSS NATIONAL PRODUCT — over twice 1939 level! 


shows fresh indications of the tremendous sales op- 
portunities ahead in the manufacturing industries.” 
Indications? Here are just a few: 


And the McGraw-Hill Census of Manufacturers, a 
continuing survey begun during the war, has re- 
vealed that 
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MANAGEMENT AND MAINTENANCE 


THERE ARE NOW ABOUT 22,000 


PLANTS 


EMPLOYING OVER 100 PEOPLE, 
AS COMPARED WITH 15,416 IN 1939! 


Sales opportunities—yes! Sales problems certainly! 
FACTORY saw these sweeping changes developing, 
and planned greatly increased service to industry 
and advertisers. 


Mere numbers of subscribers are not the goal. We are 
determined to deliver both numbers and maximum 
buying influence to our advertisers. So the toughest 
subscription specifications in FACTORY’s history 
were established, and they are rigidly enforced. When 
you see the Interim Circulation Audit, notice the 
quality of FACTORY’s added circulation—and the 
buying influence it represents. 


And under these high standards of circulation qual- 
ity, FACTORY, already within 85% of reaching its 
first total paid circulation objective, will deliver 


@ 50°% MORE BIG PLANTS (100 or more employees) 


@ TWICE AS MANY PLANT OPERATING MEN than prewar 


AT A LOWER RATE PER THOUSAND 
THAN THE FIVE-YEAR PREWAR AVERAGE. 


ABC-ABP 


A McGRAW-HILL PUBLICATION » 330 W. 42nd ST. - N.Y. 18, N.Y. 


he 


Interior Dept. 
Asks Agency Bids 


Washington, June 11.—The De- 
partment of the Interior demon- 
strated its continued interest in 
securing an advertising agency to 
help with the sale of surplus war 
property by renewing invitations 
to 10 agencies today to submit 
presentations before June 21. 

Confining itself to a general dis- 
cussion of its problem, ~ Interior 
explained in its invitations that 
the agency would help in pro- 
moting in mainland media the 
sale of an undetermined amount 
of war goods currently stored in 
the U. S. territories which cannot 
be used in these territories. 

Interior presumably has been 
on the verge of selecting an. 
agency since last February, when 
a similar invitation went out to 
many of the same agencies. A 
spokesman explained that the 
earlier statements were put aside 
in favor of new bids for a con- 
tract covering the entire fiscal 
year beginning July 1, instead of 
the concluding weeks of the fiscal 
year drawing to a close. 

Seven of the agencies receiving 
the second bid had been on the 
original list: Campbell-Ewald 
(eastern division), Albert Frank- 
Guenther Law, J. Walter Thomp- 
son, Benton & Bowles, BBDO, 
Fuller & Smith & Ross, and N. W. 
Ayer. Three additional agencies 
in the new list are Young & Rubi- 
cam, McCann-Erickson and Henry 
J. Kaufman, Advertising. 


Business Paper Group 
Reelects Gothard 


W. W. Gothard, Domestic Engi- 
neering, has been reelected presi- 
dent of the Chicago Business 
Papers Association. Other officers 
elected are: Paul Clissold, Bakers 
Helper, vice-president; A. Scott 
Dowd, Paper Industry and Paper 
World, treasurer, and John Rear- 
don, ADVERTISING AGE, secretary. 

Directors include Walter Painter, 
Power Plant Engineering; Emil 
Stanley, Traffic World, and Ewing 
Graham, Putman Publishing Com- 
pany. 


Oxarart Moves Agency 


Frank Oxarart Company, Los 
Angeles, advertising, merchandis- 
ing, industrial and public relations 
company, is celebrating the first 
anniversary of its founding in new 
and larger quarters at 659 S. 
Rampart Blvd. 


CORRECTION 
PLEASE! 


THIS WEEK MAGA- 
ZINE'S ad on page 27 
says that our new 23- 
market set-up (effective 
September 8)* means a 
circulation of over 


7,600,000. 
The ABC's March 31 


averages, just out, says 
that's an understate- 
ment. 


TWM's 23 newspapers, 
says ABC, have gained 
some 500,000 in the last 
6 months—making a to- 
tal circulation of 8,143- 
711. 


*Des Moines Register and Minne- 
apolis Tribune join TWM on Sep- 
tember 8th. 
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16 
Form Display Company 


Macmullen Associated, Inc., New 
York, has been formed as an 
affiliate of the Ivel Construction 
Corporation, New York, to pro- 
duce advertising displays, conven- 
tion exhibits and interiors. H. 
Lightman, M. N. Kirshner and 
J. H. Macmullen, for 15 years with 
Display Guild, New York, will be} 
production manager, art director | 
ry sales manager, respectively. 


To Sponsor Radio Show 


Mutual Benefit Health & Acci- 
dent Association, Omaha, will 
sponsor “Freedom of Opportun- 
ity,” on a Mutual network Sun- 
days, 10-10:30 p.m., EDT. Effec- 
tive July 14, the show will be re- 
named “Freedom of Opportunity 
Theater Presents: ‘Mystery Is My 
Hobby.’ ” It will originate on the 
West Coast. Arthur Meyerhoff & 
Co., Chicago, is the agency. 


Use The Chicago Defender. 
Lowest milline rate in the Negro field. 


will produce the best results. 


FOR A TEST OF THE NEGRO MARKET 


Lowest cost per inquiry in the Negro field. 

The Chicago Defender is read in more than 200,000 homes each week through- 
out America - North - East - South - West. 

A. B. ©. circulation in excess of 200,000. Rate only 40c per agate line. 

Your advertising to a most profitable field through the most profitable medium 


THE CHICAGO DEFENDER 


offers more for your advertising dollar than any comparable media. 
George T. Hopewell, Representative 
101 Park Avenue, New York 17, N. Y. 
Tel. LE. 2-3783 


Collins Heads Eastern 
Industrial Advertisers 


William H. Collins, assistant ad- 
vertising manager handling indus- 
trial and export products, Scott 
Paper Com- 
pany, Chester, 
Pa., has been 
elected _presi- 
dent of Eastern 
Industrial Ad- 
vertisers, Phila- 
delphia chapter 
of the National 


Industrial Ad- 
vertisers As- 
sociation. 

The  Phila- 


Wm. H. Collins 


more than 250 members from 
among leading business interests 
in the area. 


delphia chapter 
is composed of 


Leroy to Malcolm Agency 


Zachary Leroy, formerly account 
executive and media director of 
Robert Holley & Co., New York, 
has joined Malcolm Advertising 
Agency, New York, as account ex- 
ecutive. 


Radio Men Tour 
Nielsen ‘Factory,’ 
Watch Audimeter 


Chicago, June 11.—Admitting 
frankly that his offer to assume 
CAB program rating services has 
not produced any mass migration 
of clients to the Nielsen Radio In- 
dex, A. C. Nielsen has launched 
what he terms “an old fashioned 
hard-selling campaign’ to expand 
his broadcasting research service. 

Kickoff of the drive was the 
first ““NRI open house” last night 
at the five-story A. C. Nielsen 
Company building in Rogers Park. 

More than 40 advertising agency 
and radio station executives, mem- 
bers of the Chicago Radio Man- 
agement Club, spent nearly six 
hours going through an assembly- 
line tour of the Nielsen “fact fac- 


interested. 
in the. 
building 


material 
business 


Here are important facts you should know. The Oregon Journal 
is read regularly by 97% of all people engaged in Portland’s 5 
wholesale building material supply firms. And what’s more 
95% of the people engaged in the retail building supply business 
in Portland read the Oregon Journal regularly. * 


This expressed choice of The Journal is universal among Port- 
land families. People in the building material supply business 


and their customers alike read The Journal because of its accu- 
rate local reporting, comprehensive world news, understanding 
local columnists, and top-flight national features. Little wonder 
that The Journal] is today, as it has been for years, Portland’s 
favorite newspaper offering advertisers the largest peace-time 
circulation in its history, both daily and Sunday. 


. ™*Figures from a current Independent Survey. 
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Represented by REYNOLDS-FITZGERALD, Inc., New York, Philadelphia, Chicago, Detroit, San Francisco, Los Angeles, Seattle 


tory.” 
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The tour started with a 
buffet supper and a_ two-hour 
presentation by Mr. Nielsen, trav- 
eled through a whirlwind inspec- 
tion of eight stages in NRI service, 
and ended in an hour give-and- 
take “bull session” of questions 
and answers. 


Shows Instantaneous Operation 


High-spot of the evening was a 
demonstration of a pilot sample 
of 25 “Instantaneous Audimeters” 
in action, Flashing colored lights 
on an impressive panel, as big as 
that of a 10 k.w. broadcast trans- 
mitter, recorded minute-by-min- 
ute tuning changes to WMAQ, 
WGN, WBBM and “all other sta- 
tions” in homes scattered through- 
out Chicago. 

Guests also saw working draw- 
ings and test models of future 
“hunter Audimeters” which would 
record FM and television pro- 
gramming data along with the 
present broadcast tuning. 

Cost to the radio industry of 
an “ideal rating and research serv- 
ice” through NRI would be ap- 


proximately 1% of network time 
and talent billings, Mr. Nielsen 
claimed. 

To clear up what he termed 
were “exaggerated reports” of his 
charges, he quoted the following 
approximate annual fees for his 
services: 

Networks, $30,000 to $75,000. 

Stations, $25,000 to $35,000. 

Agencies, $3,000 to $8,000. 

Advertisers, $8,000 to $52,000. 

An advertiser with one program 
would pay from $12,000 to $16,000; 
one with two programs from $15,- 
000 to $18,000, and one with three 
from $17,000 to $20,000. 


Sample Data Shown 


He also estimated that it would 
be practical to extend program rat- 
ings for local stations to about 20 
cities in the future by “fattening 
the samples” locally with extra 
Audimeters which would not be 
included in the national sample. 

Mr. Nielsen contended that most 
organized opposition to his serv- 
ice is based on radio industry 
habits, likes and dislikes, and on 
a “fetish” for “non-profit” opera- 
tion by men who “should be out- 
standing proponents of the profit 
motive in business.” 

A battery of Nielsen vice-presi- 
dents and account service men 
conducted the visitors through a 
clock-like tour of eight phases of 
the research operation. Included 
were demonstrations of field train- 
ing, tape inspection, tape decoding, 
client service, report production, 
tabulating, engineering and de- 
velopment, and the new instanta- 
neous Audimeter. 

The radio men were given a 
specially-prepared sample NRI re- 
port and a graphic outline of the 
various phases of the proposed 


service. Included in the outline 
were indexes on: 1. size of audi- 
ence; 2. nature of listening; 3. 


quality of audience; 4. financial 
phases; 5. product usage; 6. sales 
effectiveness. 


Forbes Elects Officers 


William S. Forbes, former presi- 
dent of Forbes Lithograph Mfg. 
Company, has been elected chair- 
man of the board of directors. He 
will continue as treasurer. Arthur 
R. Hitchings, for the past 20 years 
assistant to Mr. Forbes and for 10 
years secretary of the corporation, 
has been elected president. 

Other officers are: Ralph W. 
Thomas, vice-president and sales 
manager, and Carl C. Laier, vice- 
president, plant manager and as- 
sistant treasurer. John B. Osborn, 
Charles F. Haist, W. Stuart Forbes 
Jr., Sanford S. Holden, Paul F. 
Paige, Harry M. Hillery and 
Joseph D. Sayles have been named 
vice-presidents. 


David Hallier Promoted 
David M. Hallier, assistant sales 
manager since 1943 of National 
Tool Company, Cleveland, has 
'been promoted to sales manager. 
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en a Love is a spiritual coupling of souls, 
f the But couples may split when they go to the polls. 


audi- Her vote may go for a dish that saves time, 
ncial While he thinks his palate’s importance is prime. 


If sales in the food line you'd like to promote, 
You’d better reach both sexes, each has a vote. 


Winning both votes, as you might presuppose, 
‘thu | Is the job we excel at—as everyone knows 


tion, | The American Magazine double-exposes YOUR ADS 


1 W. Food ads to both sexes, it’s under both noses. TO BOTH SEXES 


tas Double exposure, the singular buy, A @- 


ul F. Makes certain both sexes will give you the 


d THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 
ional PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER'S, WOMAN'S HOME COMPANION 
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18 
Heads Dallas Adclub 


Joe A. Lubben, assistant busi- 
ness manager, Dallas News, has 
been elected president of the Dal- 
las Advertising League. Other 
new officers are: First vice-presi- 
dent, L. C. Roberts, advertising 
manager, Lone Star Gas Com- 
pany; second vice-president, Wil- 
liam A. Roberts, sales manager, 
KRLD, and _=esecretary-treasurer, 
Clifton Blackmon, public relations 
director, Dallas Chamber of Com- 
merce, 


Promote Livestock Show 


Knollin Advertising Agency and 
Lee and Losh, San Francisco pub- 
lic relations firm, are collaborating 
on promotion of the Grand Na- 
tional Livestock Exposition, horse 
show and rodeo, to be resumed 
Nov. 16-24 after a wartime lapse. 
Plans call for folders, premium 


lists and advertising to prospec- 
tive exhibitors in livestock and 
breed publications, as well as 
newspaper, radio and outdoor pro- 
motion in northern California. 


Adds Two to Statf 


Samuel A. Jacobson, formerly 
with the McCarty Company and 
| Hixson-O’Donnell Advertising, has 
|joined Dunn-Fenwick & Co., Los 
|Angeles, as production manager. 
|Stanley M. Gortikov, formerly 
with Lockwood-Shackelford Ad- 
vertising Agency, has joined 
Dunn-Fenwick as copywriter. 


Names Walker & Minton 


Frequency Modulation Business, 
New York, has appointed Walker 
& Minton, Los Angeles and San 
Francisco, as Pacific Coast repre- 
sentative. 


RP SD ne Sa EE 


Industry Admits OPA Death 
Won't Assure Real Production 

Washington, June 13.—Probably 
the most troublesome thing about 
the debate on price control is that 
industry groups which are oppos- 
ing OPA cannot give any assur- 
ance that they will get into large- 
scale, sustained production if OPA 
is taken off their backs. 

At a private meeting with rep- 
resentatives of a group of critical 


By STANLEY E. COHEN, Washington Editor 


industries last week, this reporter 
found that even the most impor- 
tant industries have no reason to 
feel that labor will stay on the job 
if butter is selling openly for 90 
cents and meat for two hour’s pay 
per pound. 

While these_ representatives 
recognize that production is the 
only real answer to inflation, they 
admit that they have no idea how 
long it will be before they will 
produce enough to take the edge 


IN WASHINGTON 


they buy it 


ADVERTISED 


THE STAR 


WHEN IT’S 


Postwar Washington is The Nation’s 


most inviting “more-for-you” market. More People 


to buy your products (actually more now than during the 


war. More money on hand to pay for them. And more dependable, 


sales-making Star circulation to help you get your share (40% 


more Evening; 44% more Sunday than in 1940). 


The Evening Slar 


ae WITH SUNDAY MORNING EDITI 


ASHINGTON 4, D. ¢ 


*"MEAT' 


FOR MARKETERS 


According to The Census Bureau, 
2,518 marriage licenses were issued 
in the District of Columbia during 
January and February 1946 — 40% 
more than in the same period in 1945. . 
That’s 2,518 more family units to buy your products 
in the Washington market. 


NEW YORK 17: Dan A. Carroll, 110 £. 42nd St., Ashland 4-8690 


CHICAGO 11: J. E. Lutz, Tribune Tower, Superior 4680 
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off the market. 

The auto industry spokesmen, 
for example, expected on V-J Day 
that they would hit a 6,000,000 car 
rate in 1946; by January they were 
talking of 2,500,000 cars. With no 
end of supplier strikes in sight, 
and with less than 600,000 cars 
built, there is little possibility of 
more than 2,000,000 cars by Jan- 
uary. 

* * * 

Department of Commerce has 
cut the lag of its monthly inven- 
tory-sales figures to two weeks by 
arranging for telegraphic reports 
from representative manufactur- 
ers. Anxious to rush data useful 
in business planning, Commerce is 
now able to issue a summary for 
all manufacturing and for major 
industries by the 15th of the suc- 
ceeding month. 

* * * 

Some of business’ best friends 
in government have passed the 
word that the ban on commercial 
construction can best be licked by 
cooperating wholeheartedly with 
the limitation orders. Inference 
from this advice is that the 
“freeze” will thaw within a year 
if all possible materials are re- 
served for veterans’ housing now. 

* * * 

Despite the guessing, some of 
the most reliable “authorities” are 
predicting that Judge Ewin Davis 
will be reappointed to the FTC 
this September. Well into his 70s, 
Judge Davis justifies his fire-brand 
trust-busting by explaining “gov- 
ernment cannot ensure equality of 
men but it should assure equality 
of opportunity.” 

* * * 

Whatever President Truman de- 
cides to do with the Office of Re- 
conversion, now without a chief, 
Drew Dudley feels his little “gov- 
ernment advertising agency” will 
find a new home. Unlike those 
confused weeks when OWI was 
abolished, value of media and ad- 
vertiser contacts is now so solidly 
respected that the office can look 
to the White House if necessary 
for protection. 

* * eK 

Commerce Department, which 
will arrange priorities and price 
adjustments for small business, has 
some dangerous new competition. 
RFC has just set up a small busi- 
ness division which claims to have 
leads on surplus property ‘oppor- 
tunities, as well as the fabulous 
RFC loans, 

* % oo 

Chester Bowles and Paul Porter 
will be money ahead if price con- 
trol is defeated, and President Tru- 
man advances them to the $15,000- 
a-year “full employment” plan- 
ning board, as the AP suggests. 
These jobs have remained empty, 
the President says, because he is 
unable to convince the type of 
men he wants to come down here 
and risk abuse. 

us oo % 

At no little expense to taxpay- 
ers, the Civil Aeronautics Admin- 
istration is setting up radio ap- 
proach systems at 105 airports to 
reduce interruptions in airline 
service next winter. Although 
cancellations seldom exceeded 8% 
of the flights scheduled in any 
month, they cost airlines $25,000,- 
000 in 1945. 


Names Garfield & Guild 


L. H. Moore Canning Company, 
McAllen, Tex., producer of grape- 
fruit juice and canned vegetables, 
has appointed Garfield & Guild, 
San Francisco, to handle advertis- 
ing and merchandising. A _ test 
campaign using radio and trade 
publications is being conducted in 
the San Francisco-Oakland area. 


Reelect Officers 


Robert O. Reynolds, vice-presi- 
dent and general manager of 
KMPC, Los Angeles, has been re- 
elected president of the Southern 
California Broadcasters Associa- 
tion. All other officers and di- 
rectors likewise were reelected. 
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-»-- EDWIN SCHALLERT OF THE LOS ANGELES TIMES 


Tuat receding hairline which Cari- 
caturist Cugat pictures so mercilessly 
is not the result of travail or worry, 
because Drama Editor Schallert finds 


his duties both refreshing and pleasant. 


Times readers like the color and spar- 


kle, the discerning appraisal of the 


ft 


LOS 


ANGELES 


Represented by Williams, Lawrence & Cresmer..New York, Chicago, Detroit and San Francisco 


changing theatrical scene with which 
Critic Schallert flavors his Drama and 
Film pages—another reason why the 
intelligently-diversified, family-minded 
Times is “everybody's newspaper” in 
Southern California... 

delivered to more homes than any other 


Los Angeles daily. 
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And add this one! Macfadden Women’s Group 
print orders for June up 32% over June, 1945! 


Advertising, too! According to Printers’ Ink 

for the 5 issues thus far tabulated in 1946, , 
Macfadden Women’s Group had the largest per- 

cent linage gain of any leading group! 
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ONE HALF BILLION DOLLARS— 
REAL BUYING POWER 


Bc in production and cash income from the sale of farm products 
New England as a unit ranks high among the leading agricultural states. 
Most of the money received by New England farmers comes from dairy 
and poultry products sold in nearby markets. 


The income from New England potatoes and other 
vegetables is greater than any other state: 


The New England 1945 farm income was better than 
550 millions of dollars. Investigate this farm market. 


To sell the New England farm market—you 
need the Jocal influence of the Homestead. 


Cereeriente 


‘SPRINGFIELD (3), MASS. _ 


Sell American Way, 


Robinson Tells 
NAEA Convention 


GM's Coyle Forecasts 
_ Dim Production Scene, 
Rising Price Level 


_ New York, June 13.—Keynoting 
the convention of the Newspaper 
Advertising Executives Associa- 
tion here this week, William E. 
Robinson, business manager of the 
|New York Herald Tribune, told 
ithe group that the primary job 
facing the advertising executives 
of newspapers is selling American 
principles of democracy and free 
enterprise. 

The next three or four years 
will be “lush advertising years,” 
Mr. Robinson forecast, and there 
‘will be more advertising than 


newspapers have space to handle. 
There is danger, he said, that the 
deep sleep which settles on “the 
young, the pure in heart, British 
heavyweights and the salesman 
who doesn’t have to make a sale 
tomorrow” will settle over all 
sales executives. 

But with business worries slight, 
he sketched the continuing war of 
ideologies, and urged that -news- 
paper ad men become aware of 
the battle and their stake in it be- 
fore “it is too late.” Local and 
national advertising, he said, must 
bear a large part of the burden of 
retelling and reselling the kind of 
welfare possible under the Ameri- 
can system of economy. Advertis- 
ing, he believes, must be instru- 
mental in rekindling ambition, ad- 
venture and foresight, the essen- 
tial elements in a dynamic democ- 
racy. 


Coyle Sees Low Volume 


Later, the newspaper admen 
heard similar views from M. E. 
Coyle, newly elected executive 
vice-president of General Motors 
Corporation. Mr. Coyle, who came 


and features in 1945. 


to know that there was... 
a record attendance of more than 175,000 paid 


Sai | Vn 
LAN AMERICAN} PAPER} FOR} AGL, FNS THe ARRERICAN PEOPE } 


EVENING AND SUNDAY 


i AMerican 


Since July 4, 1900, when “Hearst's American” first 
appeared on the newsstands... fledgling in the newspaper 
world, it has been accorded the warmest possible reception 
and the highest measure of support by the readers it serves. 

It is important for advertisers who must consider local 


support as a vital element to the success of their sales efforts 


admissions at the Herald-American’s Sports and Travel 
Show, March 15-23, 1946; 
more than 75,000 spectators who braved a torrent of rain 
to see the “I Am An American” day program, May 19, 1946; 
a million or more Chicagoans who have responded 


with participation, letters, calls and visits to its many services 


This record is concrete proof of the fact that in Chicago 
the Herald- American is indeed —home honored. 


Nationally Represented by HEARST ADVERTISING SERVICE 


Advertising Age, June 17, 1946 


up rung-by-rung in the Chevrolet 
division, was bearish on the auto- 
mobile production outlook. Plans 
and rumors of 7-8 million unit 
production, he said, discount evi- 
dence, which shows that only in 
1929 were 5,000,000 passenger cars 
produced, and in no year subse- 
quent to it. 

The so-called age of light metals 
is far away in the automobile busi- 
ness, Mr. Coyle said, principally 
because of cost, since a ton of 
aluminum still costs six times as 
much as a ton of steel. 

He stressed the management 
side of recent labor disputes. He 
doubts that automobile production 
will match demand before 1947, 
and he fears the philosophy of 
wage increases without corre- 
sponding rises in price. At the 
present time, GM is suffering from 
some 116 unduplicated strikes, i.e., 
separate plant strikes involving 
different locals and varied issues 
either in its own organization or 
among its suppliers. 

In the past 13 years, prices on 
Chevrolet have risen from the 
$600 level to more than $1,000. 
This trend, Mr. Coyle thinks, is 
the most deadly, and cites the 
axiom that price means volume in 
the automotive business. In 1940, 
Cadillac made 66,000 automobiles 
while Chevrolet made _ 1,700,000. 
If Chevrolet’s prices are eventually 
forced up to Cadillac’s, Mr. Coyle 
said that the company’s volume 
might easily fall to 66,000, and 
employment must slump in pro- 
portion. 


Asks FCC Probe 


of Network Limit 


on Political Talks 


Dallas, June 11.—Restriction of 
air time for political talks by 
radio stations of the Texas Qual- 
ity Network has been made the 
basis for a demand for a Federal 


|Communications Commission in- 
| vestigation. 
Dr. Homer P. Rainey, ousted 


University of Texas president and 
candidate for governor in the July 
27 Texas elections, charged own- 
ers of the network with “monopo- 
listic practices” for refusing to 
sell “adequate” time to political 
aspirants, 

Three of the network’s four 
stations are newspaper - owned. 
The Fort Worth Star-Telegram 
operates WBAP; the Houston Post, 
KPRC, and the Dallas Morning 
News, WFAA. The fourth, WOAI, 
is owned and operated by South- 
land Industries, Inc. 

Citing the newsprint shortage, 
Rainey in a wire to the FCC at 
Washington said this fact, plus 
the stations’ agreement not to sell 
time to candidates, constitutes an. 
“arbitrary limitation” restricting 
full discussion of political issues. 
The stations, Rainey said, refused 
to sell any time to any candidate 
prior to June 11, are selling only 
one period of time to each candi- 
date up to July 13, and between 
July 13 and election day, July 27, 
will prorate time. 

Station officials said the net- 
work policy was to attempt to 
give all candidates equal facili- 
ties without overburdening the 
board with political oratory. 


‘Fly-Ded’ Opens Drive 


A 13-week newspaper cam- 
paign for “Fly-Ded,’ made by 
Boyle-Midway, Inc., New York, 


using the theme “Now you can 
throw away that fly-swatter,” will 
run in 300 and 100-line copy in 
32 newspapers, and in Grit. W. 
Earl Bothwell, Pittsburgh, is the 
agency. 


Camftield Names Egan 

Joseph Egan has been appointed 
sales director of the new Cam- 
field serving tray line, made by 
Camfield Mfg. Company, Grand 
Haven, Mich., maker of automatic 
toasters and light shields. 
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WHAT sj 
Holywood % 
ISNT  ¥ 


BY BOB HOPE 


PARAMOUNT SCREEN STAR 


] wave TAKEN many “roads” in my flicker- 
career, but this much I know: “The Road 
to Hollywood” isn’t all beer and skittles ; 
or champagne and vittles. It’s a road full of 
comic detours—yes; but it is full of serious 
turns, too. 

I know—a lot of folks think Hollywood 
is a side-show on the mid-way to the Big 
Tent of American Life. But they’re wrong. 

Hollywood isn’t acommunity of sword 
swallowers, bearded ladies, two-headed 


babies and other freaks of human behavior. 


A famous wartime foursome: Col. Knox Manning, ace air 
reporter; Frances Langford; Gen. Jimmie Doolittle; Bob Hope 


It doesn’t look at life through exaggera- 
ted sun-glasses. It doesypt live in slacks and 
riding breeches beneath a heavenly criss- 
cross of klieg lights. And it doesn’t confine 
its reading to racing forms and track results. 

Hollywood is “Shangri-la” for hundreds 
of solid citizens from Texas, New York, 
Iowa and the rest of the 48 States (includ- 
ing California). And these Americans have 
found success and happiness here. For suc- 
cess and happiness do go together in the 
field of entertainment as much as they do 
in other human endeavors. 

Hollywood is a “funny” place—in the 
nicest sense of the word. For instance: it 
is a place where a comedian can go about 
his business of bringing a smile to the world 
and still lead a normal life with family and 
friends; where gorgeous glamor girls of 
the screen are real-life wives who get a big 
kick out of diaper-shopping for the baby ; 
where a Bing Crosby (and, all gags aside, a 
great guy!) joins millions of other Ameri- 
cans as a “grandstand expert” in enjoying 


our great national pastime of baseball. 


Before Advertising America can really know what Hollywood is, it must learn what Hollywood 


isn’t. As acknowledged spokesman of Hollywood and its people, the Citizen-News is proud to 


present this editorial advertisement by Bob Hope. . .acknowledged one of America’s ‘film-finest. 


HOLLYWOOD 


Citizen-News 


AND ADVERTISER 


HOLLYWOOD, CALIFORNIA * National Representatives: STORY, BROOKS & FINLEY, INC. 


ae 


Hollywood is churches, homes, stores, 
movie houses, dull people, interesting peo- 
ple—and, yes, swimming pools. Sure, it’s a 
city of headlines. For Hollywood is a suburb 
of every town in America—and many towns 
around the globe. Because of its major in- 
dustry—the motion picture—it has become 
a vital part of the life of the nation. The 
spotlight of public attention has been fo- 
cused on Hollywood as it has been on few 
other cities. Result? The blemishes may 
look bigger and more numerous. Actually 
they’re not, . 

To those of us who really know Holly- 
wood~and are proud to call it home—it 
really isn’t so “different.” If you ask me, 


it’s pretty solid stuff! 


A QUICK PICTURE OF THE 
HOLLYWOOD MARKET 


The concentrated buying power 
of the Hollywood Trading Area 
[greatest in the Pacific Southwest| 
plus the density of Hollywood's 
population [second greatest in 
Pacific Southwest] explains why 
Hollywood rates: 


*17th in national drug sales 
*18th in national food sales 


*19th in national total sales 


This rich sales area is blank- 
eted only by the Hollywood 
Citizen-News and Advertiser. 


*Source: 1939 U.S. Census of Business 
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‘Better Copy’ 
Winners Given 
Awards by PUAA 


Atlantic City, June 11.—Forty 
national awards and 78 honorable 
mentions were announced today in 
the 1946 better copy contest of the 
Public Utilities Advertising Asso- 
ciation, at the group’s annual con- 
vention here. A total of 945 en- 
tries was submitted. 

E. N. Pope, Carolina Power & 
Light Company, PUAA president, 
presented certificates to the re- 
cipients. Ted B. Ferguson, Texas 
Power & Light Company, was con- 
test chairman. 

This year’s contest was divided 
into 16 classifications, most of 


which were judged in three 
groups. Group A includes utili- 
ties with less than 100,000 cus- 
tomers; Group B, 100,000 but less 
than 400,000 customers, and Group 
C, 400,000 or more customers. 


National Award Winners 


In respective classifications, na- 
tional award winners were as fol- 
lows: 

Electric companies, series of five 
or more newspaper advertisements: 
Group A—Potomac Edison Company, 
Frederick, Md.; Group B—West Penn 
Power Company, Pittsburgh; Group 
C—Commonwealth Edison Company, 
Chicago. 

Gas companies, series of five or 
more newspaper ads: Group A— 
Superior Water, Light & Power Com- 
pany, Superior, Wis.; Group B—Port- 
land Gas & Coke Company, Portland, 
Ore.; Group C—Southern California 
Gas Company and Southern Counties 


Say 


Johnny doesn’t learn things in one 
lesson. Nor does his Dad who runs that 
best-in-town appliance and radio store. 
With Dad as with Johnny, you need 
to repeat, and repeat, and repeat. 

Give the matter of dealer education 
careful attention this year. Explain your 
product, its sale...explain your poli- 
cies, your plans...completely. That's 
the surest way to develop a sure-fire 


Paitin 


May print order was nearly 37,000. 
That means you reach practically every 
worthwhile outlet from coast to coast. 


Secondary coverage assures you get 
dealers’ salesmen as well. Now there’s 


the mid-month News issue, too. An- 
other Electrical Merchandising ‘‘first’’. 


A McGRAW-HILL Publication 
330 West 42d Street » New York 18 
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it over and over... 


dealer organization; that’s the best 
way to attract desirable new outlets. 

Electrical Merchandising is the place 
to do this job. The single most potent 
educational force in the appliance and 
radio industry, “Merch” is a “how” 
magazine all the way through. The 
“right” dealers know it, respect it.—Do 
the right kind of campaign in Electrical 
Merchandising—and they'll respond! 


ELECTRICAL MERCHANDISING 


The dealers choice year after year 


Advertising Age, June 17, 1946 


Gas Company, Los Angeles. 

All utility companies, single 
newspaper ad to maintain public ap- 
proval of utility: Group A—Wor- 
cester County Electric Company, 
Worcester, Mass.; Group B— Cin- 
cinnati Gas & Electric Company, 
Cincinnati; Group C-— Consolidated 
Edison Company of New York. 

Electric companies, single news- 
paper ad promoting use of electric 
service: Group A—Hartford Electric 
Light Company, Hartford, Conn.; 
Group B—Kansas City Power & 
Light Company, Kansas City, Mo.; 
Group C—Northern States Power 
Company, Minneapolis. 

Gas companies, single newspaper 
ad promoting use of gas _ service: 
Group A—Northampton Gas Light 
Company, Northampton, Mass.; Group 
B—Portland Gas & Coke Company, 
Portland, Ore.; Group C— Southern 
California Gas Company and Southern 
Counties Gas Company, Los Angeles. 


Transportation Companies 


Transportation companies, single 
newspaper ad on any subject: Group 
A—None; Group B—Georgia Power 
Company, Atlanta; Group C—None. 

All utility companies, employe 
publications: Group A — Mississippi 
Power & Light Company, Jackson, 
Miss.; Group B—Citizens Gas & Coke 
Utility, Indianapolis; Group C—Mich- 
igan Consolidated Gas Company, 
Detroit. 

All utility companies, bill en- 
closures, postcard billing cards, 
other periodicals for residential cus- 
tomers: Group A—Potomac Edison 
Company, Frederick, Md.; Group B 
—Public Service Company of North- 
ern Illinois, Chicago; Group C— 
Brookyn Union Gas Company, Brook- 
lyn. 

All utility companies, special book- 
lets, pamphlets and circulars: Group 
A—Colorado Central Power Com- 
pany, Englewood, Colo.; Group B— 
Alabama Power Company, Birming- 
ham; Group C—Iowa Utilities Asso- 
ciation, Cedar Rapids. 

All utility companies, window dis- 
play: Group A-—Houston Natural 
Gas Corporation, Houston; Group B 
—Cincinnati Gas & Electric Com- 


pany, Cincinnati; Group C— Con- 
sumers Power Company, Jackson, 
Mich. 


All utility companies, inside dis- 
play; Group A—None; Group B— 
Shawinigan Water & Power Com- 
pany, Montreal; Group C—Consoli- 
dated Edison Company of New York. 


Utility Companies 


All utility companies, outdoor ad- 
vertising: Group A—Montana Power 
Company, Butte; Group B New Or- 
leans Public Service, New Orleans; 
Group C—Southern California Gas 
Company and Southern Counties Gas 
Company, Los Angeles. 

All utility companies, annual re- 
port to stockholders: Group A— 
Kansas Gas & Electric Company, 
Wichita; Group B—Puget Sound 
Power & Light Company, Seattle; 
Group C—Philadelphia Electric Com- 
pany. 

All utility companies, annual re- 
port to employes: Group A—None; 
Group B—Pennsylvania Electric 
Company, Erie; Consolidated Edison 
Company of New York. 

All utility companies, motion pic- 
tures: Group A—None; Group B— 
None; Group C—Southern California 
Gas Company and Southern Counties 
Gas Company, Los Angeles. 

All utility companies, radio adver- 
tising: Group A—None; Group B— 
None; Group C—Union Electric Com- 
pany of Missouri, St. Louis. 


Names Hillman-Shane; 
Kopp Joins Agency 


Mission Pak Company, Los An- 
geles, has appointed Hillman- 
Shane, Los Angeles, to handle its 
advertising. National magazines, 
radio and direct mail will be used. 

Jules Kopp, formerly art di- 
rector of Campbell-Ewald, De- 
troit, and Ford Motor Company, 
has joined Hillmari-Shane as art 
director. 


LOOK IT UP in 
the MARKET DATA BOOK! 


INDUSTRIAL 
/TRRRETING 


-1946 MARKET DATA 800K mumaen 


CONSUMER MARKETS EDITION 


* 
BUSINESS PUBLICATIONS EDITION 
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They certainly eat 
like everything in 
REDBOOK, Michigan 


——_ 
| TUMBO man 


MARTE th 


MAIN STREET 


GROCERY 


And why shouldn't these up-and-coming 
young Redbook, Michigan families eat 46 
million dollars worth of food if they want 
it? They’ve got the price to pay for it— 
$355,000,000 a year—and they’re young 
enough to digest it. 


If they weren’t young, they wouldn’t be 
spending $8,800,000 in the drug stores of 


| Redbook, Michigan. 
| And when they spend over $9,700,000 for 


REDBOOK 
NATIONAL SHOW (] 
OPENS TODAY 


<meowm DOIO) 


| OPENING SOON 


4 
ao 
{ MICHIGAN / 


1 MONTH TO 
REDBOOK,CONN. 


building materials, they don’t turn a hair. 


Now what do you think would be a fair 
price to pay to hit these people where they 
live—in Redbook? $2,088 will tell your 
story to Redbook, Michigan, in twelve full 
pages. $174 a page isn’t much to spend on 
a $355,000,000 market, is it? 


The smart advertising money calls Redbook 
a sound investment. A look at the current 
issue will tell you who they are. 


HIT EM WHERE 
THEY LIVE, 
e@eeeee® IN 


Send for the Redbook state-by-state analysis of family buying power. 
Write or phone Redbook, 230 Park Avenue, New York 17, New York 


PEGGYS 
| BEAUTY SALON 
| aa 


THE REDBOOK NATIONAL 
SHOW HAS A 
$6,800,000,000 RATING 


These young Redbook families make 
over $3,800. They have a total income 
of $6,800,000,000—and they spend 
it! $143,546,091 for drugs and cos- 
metics. $577,576,000 for cars, gas and 
oil. Nearly a billion dollars tor food. 
And you can make the Redbook 
National Show your show every per- 
formance (12 pages) for a whole year 
for $37,200! 
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.FULL EMPLOYMENT 
oe .25% fo 40% INCREASE IN RETAIL 


XN 

Vy NO RECONVERSION PROBLEM 

Sy 

~3 mA 19 Y, INCREASE IN BANK DEPOSITS 
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Research Pool 
Plans Outlined 
fo NAEA Members 


since 1937. Riding a swing to 
newspapers, advertisers may now 
expect more complete data to 
support their choice. 

The bureau has assembled the 
county-by-county data on 200,000 
IBM cards, and within 60 days 
expects to be able to furnish news- 
papers, agencies and representa- 
tives accurate answers on any 


Tay Ga a 


80. — DOLLAR INDUSTRIAL PAYROLL | 


REPRESENTED BY BURKE, KUIPERS & MAHONEY INC. 
NEW YORK-CHICAGO-DA = 


LLAS-OKLAHO 
/ PITTETTTUVAAAANAANNNNANANANS 


i f Ain 


MACITY-ATLANTA ~ 


New York, June 13.—In a meet- 
ing which concentrated most of 
its general sessions on research, 


_the NAEA this week heard Alfred 
| Stanford, director, national divi- 


sion of the Bureau of Advertising, 
describe a new research pool which 
the bureau is accumulating, show- 
ing comparative circulation, 
county-by-county, of newspapers 
vs. Magazines and radio. This pool 
is part of the bureau’s new drive, 
keynoted by a phrase, “All busi- 
ness is local.” 

Mr. Stanford said that for the 
first time in nine years, the coun- 
try’s. newspapers are no longer 
fighting a defensive battle, that 
the first quarter of 1946 was the 
highest quarter in national linage 


given area. Through other cards, 
the bureau expects to project this 
circulation data against any com- 
pany’s sales figures or against 
Census Bureau figures for the 
area, 


Local Measurement Urged 


Mr. Stanford, reporting that due 
to wholesalers’ consumption many 
advertisers do not have real sales 
figures, and that 50 to 60% of the 
goods sold in any community may 
be credited to a wholesale ship- 
ping point, urged newspapers to 
undertake local measurement of 
consumer purchases of nationally 
advertised products. He said he 
believes that in a year 20 to 25 


representative cities will be oper- 


t PE bee, p ‘a, = I 
Pee Peo es eG 


“He says he can prove that the largest share of the 
nation’s spendable income belongs to families who... 


Listen to AB . 


ouT where the nation’s spend- 
ing money is being passed around, 
and you'll find the bulk of it in the 
areas blanketed by ABC’s 205 sta- 
tions. And this coverage is local cov- 
erage because ABC stations cover 
more of the 300 major U.S. markets 
from within* than does any other 
network—an important factor to 
advertisers who desire to merchan- 
dise their radio programs. 

That is one big reason why so many 
leading companies are buying time 
on ABC today. They know they can 
reach a rich, nation-wide audience... 
at low cost per thousand ...and over 
a network whose facilities are con- 
stantly improving. 

Right now, for instance, ABC is 


‘able to point to a 100% increase in 


its number of 50,000-watt stations. 
KABC, San Antonio, Texas, has just 
gone from 250 watts to 50,000 
(10,000 night time). WLAW, Law- 
rence, Mass., will go from 5,000 to 
50,000. KCMO, Kansas City, Mo., 


from 5,000 to 50,000 (10,000 night 
time), and a switch in Buffalo adds 
WKBW with its 50,000 watts. 
Improvements are happening fast 
on ABC, and one by one the best 
time periods are being snapped up 
by advertisers who know a good 
radio value when they see one. Valu- 
able ABC franchises have already 
been nailed down by leading com- 
panies like Swift, General Foods, 
Westinghouse, Miles Laboratories, 
Philco, Jergens, Kellogg, Procter and 
Gamble, Sterling Drug, General Mills 
and many more. If you are thinking 
of radio in terms of good time peri- 
ods, low cost per thousand listeners 
and a franchise that will be mighty 
valuable for years to come, investi- 
gate available time periods on ABC. 


*Meaning a station actually located in the market 


7 REASONS 
why more leading advertisers 
sit up and listen to ABC 


1, REACHES 22,000,000 FAMILIES, located 
in practically every major market in 
the U.S. 

2. ECONOMICAL RATES make possible 
nation-wide coverage of important 
markets at low cost per thousand listeners. 

3. 205 STATIONS — covering more of the 
300 major U. S. markets from within 
(actually located in the markets) than 
any other network. 

4. EXPERT PROGRAM SERVICE available if 
and when you want it. 

5. EFFECTIVE AUDIENCE PROMOTION that 
keeps building a bigger and bigger audi- 
ence for ABC advertisers. 

6. GOOD WILL — a nation-wide reputation 
for public service features that present 
all sides of vital issues. 

7. PRACTICAL TELEVISION — program-build- 
ing on an economical basis. 


American Broadcasting Coompany 


A NETWORK OF 205 RADIO STATIONS SERVING AMERICA 
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ating such local measurement 
techniques. 

Further, he thinks that national 
advertisers are much more news- 
paper-inclined, and cited in evi- 
dence the $3,000,000 Lucky Strike 
campaign now getting under way, 
and the announcement by Charles 
Luckman, new president of Lever 
Brothers Company, that publica- 
tions and radio would henceforth 
get a 50-50 split. 


Borden Cites Problems 


Still hammering on _ research 
themes, the convention heard Neil 
Borden, Harvard University Grad- 
uate School of Business Admin- 
istration, and author of a recent 
Harvard Study on Newspaper Ad- 
vertising, pay tribute to the news- 
paper business, which he said sees 
its problems realistically and is 
prepared to try to solve those 
problems. 

Many of the problems facing the 
newspapers have been solved, he 
reported, listing specifically (1) 
the selling of newspapers on a pri- 
mary basis, (2) the implementing 
of salesmen with effective sales 
tools, and (3) succeeding in reach- 
ing policy-forming executives. The 
failure of newspapers on these 
three points had previously been 
criticized by Professor Borden in 
speeches and in his book. 

Rounding out the research side 
of the convention, Carl J. Nelson, 
director of Publication Research 
Service, cited, case histories of 
practical application of research 
techniques to copy, reporting that 
Wilson & Co. was able to boost its 
readership from 7% to 20% by 
switching from its 1-column 270- 
line copy to 2-column copy, and 
that Land o’ Lakes’ use of humor 
panel technique matched radio in 
economy from a reader-cost stand- 
point. 


Albers Milling Names 


Huse Ad Manager 

William N. Huse, formerly with 
Procter & Gamble, has been ap- 
pointed adver- 
tising manager 
of Albers Mil- 
ling Company, 
Seattle, subsid- 
iary of Carna- 
tion Company. 
He succeeds A. 
J. Izzard, who 
has retired. 

Mr. Huse will 
be in charge of 
advertising of 
Carnation fluid 
milk and ice 
cream as well as Albers cereal 
products. 


William Huse 


Three Name Brisacher 

Brisacher, Van Norden & Staff, 
San Francisco, has been named to 
handle the advertising of Nathalie 
Nicoli and affiliate, Mode de Paris, 
dress stylists; Niagara Duplicating 
Company, maker of duplicating 
machines and supplies, and Wil- 
liam Zappetini Company, grower 
of cut flowers. 


A $7500 JOB? 


Based on current yearly Revenve® 
in ILLINOIS, WIS., MICH., OHIO 
to represent 


FRASER'S CANADIAN 
TRADE DIRECTORIES LTD. 


Headoffice: University Tower, Montreal 


© Paid Circulation covers Canada 
like a blanket (CCAB Audit) 

® Serving 8989 Advertisers in 
1946 nearly 30% U.S.A. Firms 

@ Just as Canada (one of the 
world’s 3 great Trading Na- 
tions) (Biggest export market 
for U.S.A.) buys 30% of her In- 
dustrial, etc. needs in U.S.A. 


(a) For the Chicago man to sell Fraser's 
only (example, like our N.Y.C. man 
with adjacent territory). This open- 
ing may suit a Canadian locating in 
Chicago. 

(b) Or successful man representing one 
other U.S.A. or Canadian trade pub- 
lisher (example, like our Boston, Syra- 
cuse, Pittsburgh, etc. representatives). 

Please give full details when writing. 

N. B. If at N.1.A.A. Convention, Atlantic 

City, locate Geo. E. Fraser, President 
at oe »* Directors, a 


Andrews H. Rice at “The 
Claridge’. - 9 sudden opening is a 
permanent job. 
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Try checking your 


cost-per-sale 


here.... 
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concentnrote 
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AMERICAS 
BIG CITIES* 


sk Ever divide your sales-volume in 
a market by the number of calls, 


dealers, salesman-hours it took to 
produce it? You'll find there’s a whale 


of a difference from one market to 


another. 


For example, you can sign up more 
business (and more profits) in 23 Big 
City areas than in all the rest 


of the U. S. combined. And 
you can make even your maga- 


zine advertising concentrate 


on these top-layer markets— 
through “This Week,” 
the“Big City Magazine.” 
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Stations Favor | 
Recognition Unit 
For Ad Agencies 


Washington, June 11—A big 
majority of station members at- 
tending the series of 17 NAB dis- 
trict meetings favor the establish- 
ment of an advertising agency 
recognition bureau for the radio 
industry, it was announced here 
last week. 

Members attending the three- 
day meeting of the NAB’s sales 
managers executive committee were 
told that of 220 stations voting on 
the question of an agency recogni- 
tion bureau, 184 favored the plan. 
Only 23 were opposed, and eight 
did not indicate a choice. 

While the total of 220 voting 
was a noticeably small proportion 
of NAB’s total membership, com- 
mittee members felt that it was 
sufficiently representative to war- 
rant approval of the project. 

As forwarded to the NAB board 
for consideration, there are no spe- 
cific plans for the scope of oper- 
ation. An analysis of the work of 
similar bureaus accompanies the 
recommendation, together with es- 
timates of the budget necessary 
for various scales of activity. 

The radio representatives and 
network and _ station executives 
considered a tentative plan for 
each station to set up a “copy ac- 
ceptance department” in order to 
improve the commercial content of 
programs. A concrete plan on this 
proposal is to be submitted to the 


entire industry at the NAB’s Octo- 
ber convention. 
Willard Hits Criticism 

A. D. Willard Jr., NAB execu- 
tive vice-president, who addressed 
the committee at Thursday’s lunch- 
eon meeting, warned against a 
growing “vicious criticism of all 
advertising” by segments of the 
public and administration. 

“These people seem to have for- 
gotten that advertising revenues 
maintain and support a free radio 
and a free press,” he said. “Either 
this support must be maintained or 
funds from government, pressure 
groups and parties must be substi- 
tuted for it. Dependence upon such 
handouts would mean a servile 
press and a servile radio.” 

An industry-wide contest is 
planned to get a suitable definition 
for the term “spot broadcasting.” 
The sales managers here decided to 
adopt this one: “Spot broadcast- 


GET THE 
CLIPPINGS — 


News Items—Publicity 
—Retail Dealer Ads— 
Editorials. We read 
5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 
Showing Name—Date 
—Circulation of Pub- 


lication 


PRESS CLIPPING BUREAU 
165 Church Street, N.Y.C. te N.Y. 
; BArctay 7-5371 = 


ing is radio advertising of any type 
on stations individually selected. 
Regardless of the number of sta- 
tions used, each _ broadcasting 
schedule is separately arranged, 
giving the advertiser free choice 
of markets and of stations in each 
market, free choice of programs or 
announcements, either live or 
transcribed.” 

The committee also expressed 
complete satisfaction with work 
accomplished in standardizing rate 
card format; voted to ask agencies 


| and transcription companies to 
| standardize transcription labels to 
|show music copyright data as well 
as running time, and authorized 
'the creation of a standing sub-com- 
mittee on sales promotion, headed 
'by Hugh Higgins, NAB assistant 
director of broadcast advertising. 


Promotes Food Items 


Boris-California Company, Hol- 
'lywood, is planning to merchandise 
_ornately packed California food 
items to points throughout the 


world. Promotion through Henry 
H. Sterling, Inc., Los Angeles 
agency, will include magazine 
copy, spot radio and direct mail. 
First item planned for shipment 
is a brass-bound wooden keg filled 
with brandied California dates. 


Old Gold Fill-in Bows 


“Rhapsody in Rhythm,” a musi- 
cal variety show featuring Jan 
Savitt and his Top Hatters, took 
the air June 16 as P. Lorillard 
Company’s summer replacement 
for “Meet Me at Parky’s” on the 
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NBC network. Parkyakarkus, star 
of the regular Old Gold comedy 
show, will return Sept. 15. Agency 
is Lennen & Mitchell, New York. 


Starts National Copy 


Harmin’s Childrens Shop, Provi- 
dence, R. I., for the first time 
will start national consumer ad- 
vertising with copy in the August 
House Beautiful and continuing 
throughout the year. Copy is 
aimed at developing a mail order 
business. Bo Bernstein & Co., 
Providence, is the agency. 


TODAY’S BUYERS. 
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“What 


Know About Power-Transmission 
Equipment Supplies” . . . 

Field interviews with power engineers 
in 33 industries show the kind of in- 


formati 
tising. 


Mechanical Design Field”... 


ww 
Myke 


“Copy Ideas from Executives in the 
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WHAT DO THEY 
-— WANTTO KNOW. 
- ABOUT YOUR PRODUCT? 


x q 


Electrical World “‘Guest Reviews”... 


A continuing series of interviews by 


yes 
wie) 


Tips on what the men who specify many 
product purchases look for in your adver- 
tisements. Based on personal contacts 


Electrical World’s staff with key buy- 
ers in the electric power field on their 
reaction to industrial advertisements. 


with product engineers. 


7 


Your Buyers and Users Want to 


on they want to see in adver- 


Their Postwar Trucks”... 


the construction industry. 


‘‘What Construction Men Want in 


Results of a market survey by Engineer- // / / 
ing News Record and Construction 
Methods, on truck purchase and use in 


Every McGraw-Hill publication ...all 25 of them... has a selfish interest in helping to make 
its advertising pages more effective. That’s why each has made it a point to find out what its 
readers expect from advertising. This information is available from your McGraw-Hill man. 


—<_ < 


as “> Ti-L@a@ 


ASK YOUR McGRAW-HILL MAN 
Every McGraw-Hill man has 
access to ail the extra service 
provided by “Headquarters for 
Industrial Information” to help 
you sell your product. 


4 


. 
’ =e 


McGRAW-HILL 


PUBLISHING COMPANY, INC. 
330 WEST 42nd STREET, NEW YORK 18, N. Y. 


ATLANTA BOSTON «+ 


CHICAGO « 


CLEVELAND «+ DETROIT 


LOS ANGELES « PHILADELPHIA « PITTSBURGH « SAN FRANCISCO 
ST. LOUIS + WASHINGTON 
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’ ‘| Al Ortale, former Des Moines, Ia.,|by Pardee, 
New Month Club insurance executive, who originat- | Hollywood. 


Tests Ad Series 
On Recordings 


Los Angeles, June 12.—Latest in 
the “month club” series is the Rec- 
ord-of-the-Month Club, Hollywood, 
which hopes to start many music 
lovers on the road to a personal 


ed the idea of selecting the top 
recording of the top hit of the 
‘month and producing it in an un- 
breakable vinylite record pressed 


cutting. The first series of ads 
will be of mail order type. 


includes 11 metropolitan newspa- 


| directly from the original master | 


The current insertion schedule | 


Simmonds Names Greig; 


Gets Six New Accounts 
James A. Greig, formerly con- 
nected with an agency of the 
same name, has joined Simmonds 
& Simmonds, Chicago agency, to 
head its new business department. 
The agency has been appointed 


Cash & Associates, | 


CT et AE CO ET 


Meyer & Wenthe, Inc., Rapid 
Roller Company and Wax Refin- 


ing Company, all located in 
Chicago. 
Korbel Appointed A.M. 


A. J. Korbel, formerly with Phil 
Gordon Agency and in the adver- 
tising department of Montgomery 
Ward & Co., has been appointed 


advertising manager of Central | - 


Or 


collection of recordings. 
Its present campaign is being Band Leader, Note and 


used as a test for future plans by | can Weekly. The account is handled 


pers, the Hillman Women’s Group, 


to handle the following accounts: | Camera Company, Chicago. 


>! Commercial Plastics Company,|also directs the advertising of) 
The Ameri-|Gyeen Duck Metal Stamping} Albert Specialty Company, Chi- 
Company, Kenfield-Davis & Co.,/| cago. 


UYERS today are pretty tough citizens. They 

know what they want and their specifications 

are definite. They aren’t interested in a lot of glit- 

tering generalities about your pet product... 
they want facts. 


Before they buy your product they want to know 
what it will do for them, what kind of results they 
can expect, how-it will improve their operation 
and how much dough it will save, in their offices, 
plants, and on their production lines. 


How do we know? We’ve made it our business to 
find out what kind of information the readers of 
McGraw-Hill publications expect to get from the 


WHAT 


HOW CAN YOU REACH 
THEM MOST 
~ EFFECTIVELY? | 


J 
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We 
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HEADQUARTERS FOR INDUSTRIAL INFORMATION 
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COMPETITION 
DOING? 


| BUYING? 


advertisements in the 25 McGraw-Hill business 
and industrial papers. 


Determining what buyers want to know about 
your product is one more common-sense way of 
making your advertising produce dollars-and- 
cents results. And a// advertising today is on the 
spot to produce sales, provide jobs and share in 
the big responsibility of creating enduring pros- 


perity. 

What do buyers want to know about your product? 
Your McGraw-Hill man can give you some pretty 
straight answers to that one. Ask him. 
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He | 


creates peak 
volume sales 


Advertising, plus point 
of sale merchandising, 


produces top consumer 
demand and maximum 
sales. 


The Hillman Women’s 
Group-chain drug mer- 
chandising plan, provid- 
ing advertisers with free 
point of sale display in 
key cosmetic and drug 
outlets plus local spot ra- 
dio, gives double drive to 
your advertising’s punch- 


ing power. 


Youth makes new markets 
New markets make sales 


HILLMAN 


WOMEN’S GROUP — 
— | 
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Jerome Seehof Moves 


Jerome F. Seehof has resigned 
from La Roche & Ellis, New York, 
+o join the executive statf of the 
New York office of Dancer-Fitz- 
gerald-Sample. Previously Mr. See- 
hof was head of copy with Ruth- 
rauff & Ryan, New York, and was 
with H. W. Kastor & Sons Adver- 
tising Company, Chicago. 


Bu-Tay Expands Drive 


Bu-Tay Products, Ltd., maker 
of Rain Drops detergent, has 
scheduled copy in 250 newspapers, 
spot radio, and full-color pages in 
The American Weekly and This 
Week Magazine, as well as color 


itor, Family Circle, Good House- | s 

keeping and Woman’s Day. Busi-| Phill Readers 
ness paper and national magazine 

advertising will continue through 
the remainder of the year. Glasser- 


Gailey & Co., Los Angeles, is the ‘Missed Papers 


agency. 


Jewelry Company Formed During Strike 


Barclay Company, Providence, e 
R. I., jewelry maker, was recently 50% Found Radio 
Failed to Fill 


formed to supplant the former 

Rice-Weiner & Co., Providence, 
Need for News 
Philadelphia, June 11.—Nearly 


now dissolved. Alvin Rice, former | 
% of Philadelphia men and wo- 


Rice-Weiner, heads the new firm. | 
Plans are under way for national | 73 
consumer advertising and business | 


their newspaper “moderately”; 
5.90% “slightly,” and 13.57% “not 
at all.” Whereas 88.20% of the 
women missed their paper to some 
extent, only 83.02% of the men 
did so. 

Chief factor missed was “news,” 
_ by 35.68% of the total, followed by 
/comics, 29.18%. The loss of sports 
rews was ranked by the men next 
in importance to that of news as 
'a whole, but women rated the loss 
of the women’s page somewhat be- 
low that of comics. The absence 
of newspaper advertising was 
missed by only 2.36% of the men 
and 5.13% of the women. 


ads in the Christian Science Mon- 


Company, Providence, is 


agency. 


SIMPSON-REILLY, —, 
Publishers Representatives 
SINCE ® 1928 


National Fire 


Fried Advertising Agency, 


RUSS BLDG. 


(Sao FRANCISCO LOS ANGELES 


products. 


publication copy. Joseph Maxfield | 


Names Ad Fried Agency 'much,” and 50.16% reported that 


Extinguisher | 
Service Company has named Ad 


land, l., to handle advertisi eee aes . : 
eansne® Babe. ~ 2 eee cae” ae —in a two-week period in this in-| these bought the Philadelphia 


dependent survey, 7.62% missed| Daily News, whose delivery men 


sales and promotion manager of. 
men interviewed by Research, Inc., 


missed their daily paper “very Third Buy Other Papers 


/radio was not “completely fulfill- 
ing” their “need for news.” 


In fact, 88.66% of the men and 
the | Philadelphia, during the recent) 78.18% of the women reported 
strike of delivery men against the | that the newspaper strike had not 
Bulletin, Inquirer and _ Record, | affected their shopping in any way. 


Exactly one-third of the people 
interviewed bought other newspa- 
Oak- Among the 2,363 adults inter-| pers to replace those which they 
viewed—870 men and 1,493 women| read regularly. Three-fourths of 


Speaking of 


Circulation... 


V there are over 20,000,000 


Classified Telephone Directories 


In communities, large and small, throughout the 
country there are over 1550 separate editions of the 
Classified helping men and women everywhere to 
find a great variety of branded products and services. 


All day and every day the Classified helps solve 
many household and business problems. To it goes 
a steady stream of questions like these: “Where can 
I get information about this branded product?” 
Who has parts for this electrical appliance?” From 
the Classified go quick, easy-to-follow answers. 


Because the Classified offers real help 
and is easy to use, it has become Amer- 


ica’s favorite buying guide. 
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were not on strike, and 19.81% 
bought PM, New York City’s ad- 
less newspaper, which published a 
digest of Philadelphia advertised 
offerings in the closing days of the 
strike. Seven other New York city 
papers, and the Times, Chester, 
Pa., also were bought by these 
Philadelphians in the strike pe- 
riod. 

More than 94% of those inter- 
viewed said that their radio was 
in working condition. Of these, 
45.60% of the men and 52.04% of 
the women said that radio was 
filling their news needs. 

Nearly 65% of Philadelphians 
who were satisfied with their ra- 
dio news said that they were get- 
ting “sufficient news” over the air, 
and nearly 16% liked the “timeli- 
ness” of radio news. Other rea- 


|/sons given included their liking 


for radio commentators and the 
belief of some that newspapers 
were “biased.” 


‘Can’t Listen to Radio’ 
The reasons given by those who 
preferred their news in newspa- 
pers, however, were more varied. 


The first of these (by 28.13%) 
was that they were “not in posi- 


‘tion to listen to radio.’ Then 


came “more information in news- 
paper,” 22.75%; “radio gives head- 
lines only,” 18.32%; “like to relax 
with newspaper,” 7%, and “un- 
derstand news better when read,” 
6.3%. Other newspaper fans found 
radio commentators “biased” or 
said that radio did not give enough 
local news. 

More than 43% of those inter- 
viewed said that they had gone to 
the newspaper office during the 
strike to get their favorite paper. 


Canadian Linage Up 

Advertising linage carried by 
Canadian daily papers was up 
14.9% in April, 1946, compared 
with the same month of 1945. 
Linage showed an increase of 
13.1% during the first four months 
of 1946, according to Canadian 
Daily Newspapers’ Association, 
Toronto. National advertising was 
up 2.8%, retail 14.8% and clas- 
sified 40% in April compared with 
April, 1945. 


Koehnke Starts Service 
George F. Koehnke, former ad- 
vertising production manager for 
Zenith Radio Corporation, Chi- 
cago, has opened his own service 
for the production of sales pro- 
motion literature, displays and 
signs. Offices are located at 466 
Ridgewood Ave., Glen Ellyn, Ill. 


Appoints Hillman-Shane 
Hollywood Starlight Theater 
Association has appointed Hill- 
man-Shane, Los Angeles, to pro- 
mote its annual summer series 
of light operas and musical com- 
edies in the Greek Theater. Cam- 


paign will include newspapers, 


radio and direct mail. 


Mohlke Heads Council 

George C. Mohlke, Campbell- 
Mithun, Inc., Minneapolis, has 
been installed as president of the 
Northwest Council of Advertising 
Agencies. The council represents 
29 advertising agencies in the 
Twin Cities. 


Names Leighton & Nelson 

Leighton & Nelson, Schenectady, 
N. Y., has been appointed to han- 
dle advertising and publicity for 
Piping Rock Club, Saratoga 
Springs, N. Y. 
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In New York and Chicago... 


MAJOR ADVERTISERS INCREASE THE PENETRATION 
OF THEIR NATIONAL MAGAZINE ADVERTISING 
AND RADIO BROADCASTING WITH 
4-<COLOR ADVERTISING PAGES ... 
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Bcon readers in more than a mil- 
lion New York and Chicago families find 
exciting weekend reading regularly in the 
Saturday Home Magazine. Its “big name” ‘\h ke 
features by nationally-known writers ap- | Hl \} —ES% ae 
peal to every member of the family. Spe- is \ ey 

cial household features and recipes by 
the culinary expert, Mary Martensen— 
along with other special articles for 
women—appear in every issue. * k k 
In the Saturday Home Comic, more than 
a million families regularly enjoy the en- 


he Saturday 


tertainment of the all-star comic features iw ‘ion homes with t , 
. a million Chicago 
including “Popeye,” “Buck Rogers,” Distributed be Journal-American and ee a American 
. “6 oO = *. 
“Mickey Mouse,” “Polly and Her Pals,” New verald-American. Sales Bane weekly, 959 age net » 
“King of the Royal Mounted,” “Sad Weekly and Puck— N. ¥.» Hearst Building, Chicas 
. *9 


Sack,” “Mister Breger,” and many others. hy a Puck 
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Lively Interest 
in Dealer Ads, 
Eversharp Says 


‘Articles’ Explain 
Way to Step Up 
Store Traffic | 


Chicago, June 12.— Eversharp, 
Inc., reported lively interest this | 
week on the part of its 28,000° 
dealers in a series of business pa- | 
per advertisements appearing over 
the signatures of leading Ever- 
skarp dealers in drug, jewelry, 
stationery and office appliance 
fields. 

Although actually paid adver- 
ticements, the series is treated as | 
straight editorial matter both in| 
appearance and content. The ads | 
deal with subjects such as “Mak- | 


ing the Most Out of Cooperative | 


Advertising,” “How We Increased | 
Our Eversharp Pen Business from | 
$500 to $65,000 a year,” and “How | 
We Use Our Own Radio Shows to | 
Boom Store Traffic.” 

Running for the most part on a 
12-month schedule, the campaign 
is being carried by Drug Topics, 
Geyer’s Topics, Modern Stationer, 
National Jeweler, National Sta- 
tioner and Office Appliances. Pub- 
lications in each of the three mar- 
kets represented carry a separate 
series of articles slanted at retail- 
ers in their respective fields, writ- 
ten by fellow dealers in that field. 


A Service to Dealers 


A typical “article” ad in Drug 
Topics, by Morris R. Shlensky, 
vice-president and assistant gen- 
eral manager of Katz Drug Com- 
pany, Kansas City, Mo., explains 
how each manufacturer cooperat- 
ing in the annual “Katz Million 
Dollar Sale’’ receives a cooperative 
advertising presentation containing 
photographs of displays, coopera- 
tive ads and similar material used 
by the drug company to promote 
the manufacturer’s products. A 
cut line explains that the article 


is one of a series presented as a 
service to druggists by Eversharp. | 

In sharing advertising costs with | 
dealers, Eversharp said it pays 
half of the expense in the form of 
a credit memo up to, but not ex- 
ceeding, 242% of the dealer’s net 
shipments, net meaning less all 
discounts and returns. Amount 
earned is figured on the basis of 
the dealer’s accumulative shipment 
for six-month periods beginning 
Jan. 1 and June 1. No competitive 
advertising may be used in con- 
nection with this Eversharp-dealer 
agreement. 

A similar contract is used in 
sponsoring dealer radio spot com- 
mercials, for which Eversharp 
supplies the continuity. In addi- 
tion, the dealer benefits from Ever- 
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“= bra 
AS) @ Set entirely with FOTOTYPE, this 


ad is just a sample of what can be 
done with this amazing new type- | 
setting device-and it cuts costs, too, | 
eliminating display type and hand 
lettering charges. Quick, simple, eco- 

r any office girl can be your 
compositor. 


omical 


Write TODAY for catalog explaining 
the FOTOTYPE system and showing 
the 60 modern types now available 


THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 6 


sharp’s regular “Take It or Leave | Topics, Modern Stationer and Na-| several hundred Eversharp Sky- 
It” program over CBS at 9 p. m., | tional Stationer, Ernest deMello,| liner pens, and stamp them ‘Ser- 


CDT, Sunday. 
Sales Skyrocket 


An “article” ad in the June Na- 
tional Jeweler, by Jules Linden- 
baum, King Jewelry Company, Los 
Angeles, reports that since inaug- 
urating a cooperative - sponsored 
radio program a few years ago, 
“we have seen our Eversharp busi- 
ness zoom from $1,000 to $85,000 
a year.” 


'merchandising manager of Smith 
Brothers, Oakland, Cal., explains 
‘that the store paid a special com- 
/mission bonus for each of the $64 
/and $125 Eversharp sets sold. An 
_April ad in these same _ publica- 
tions, “How We Tripled Store 
Traffic,” by George Halling, gen- 
eral manager, J. K. Gill Company, 
Portland, Ore., volunteers the in- 
| formation that, “as soon as allo- 


In the June issues of Geyer’s | cations cease, we intend to buy 


vice Pen—Loaned by J. K. Gill 
Company.’ We'll lend one of these 
Eversharps to every person who 
comes in and leaves his pen with 
us for repairs. We feel sure that 
in addition to making more people 
come to us for pen repair service, 
this will interest many of them in 
buying a new Eversharp.” 
Eversharp says it will continue 
the series “as long as we continue 
to get a favorable reaction.” Many 
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letters have been received from 
dealers commending the series, and 
salesmen report that many dealers 
likewise praise the campaign. 


The campaign is part of Ever- 
sharp’s extensive national promo- 
tion, which is handled by Biow 
Company, New York. 


Appoints Ralph Jones 


Ralph H. Jones Company, Cin- 
cinnati, has been appointed adver- 
tising counsel of Field & Stream, 
New York. 


Diesel-using and 
Diesel-specifying 
fields covered by 
DIESEL PROGRESS: 


Air conditioning plants 
Bus and truck companies 
Consulting engineers 


Contractors—road and general 


Engine manufacturers 
Government officials 
Dairies 

Ice plants , 

Industrial power users 
Irrigating projects 
Logging companies 
Mines , 

Municipalities 

Naval architects 

Oil drilling contractors 
Quarries 

Railroads 

Ship operators 
Shipyards 

Tractor users 

Truck fleet operators 
Utility companies 
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Survey Shows Magazines 
Lead in Clipped Recipes 


More than 43% of recipes 
clipped by store customers come 
from magazines, according to a 
survey made for Family Circle, 
New York, by Stewart, Brown & 
Associates. 

Based on a physical inventory 
of the home recipe files of 6,045 
shoppers of Safeway Stores and 
Fisher Brothers grocery chain, the 
survey disclosed that newspapers 
followed magazines closely with 
36.6% of clipped recipes coming 


from their pages. Advertising 
booklets, ads on packages, uniden- 
tified ads and other unidentified 
sources accounted for the remain- 
ing 20.3%. More than six out of 
ten housewife shoppers clip and 
save recipes, the report revealed. 


Promotes Pacific Wines 


Pacific Wines Company, Chicago, 
plans to use radio, outdoor posters, 
displays, newspapers and maga- 
zines to promote its products. 
Kuttner & Kuttner, Chicago, is the 
agency. 


Clopay Color Ads 


Help ‘Sell Out’ 
Lintoned Drapes 


Cincinnati, June 12.—Day-after 


.| sellouts by all stores were reported 


this week in the wake of Clopay 
Corporation’s newspaper campaign 
promoting its new Clopay Lintoned 
drapes. 


The company has been using 


|ecolor copy in Metropolitan Group 
| papers, backed up by separate ad- 
vertisements scheduled by 5 and 10 
/cent stores, 5 cent to $1 stores, and 
‘by department, variety, neighbor- 
hood and _ general merchandise 
stores. In many cases, retail out- 
lets ran the newspaper copy with- 
out any advertising allowance, Clo- 
pay simply furnishing the black- 
and-white mats. 

Starting in New York, the cam- 


paign has been extended to Phila- 
delphia, Baltimore, Washington, 


Your Best 


Customers Did!... 


The gigantic, world-wide expansion of the Diesel in- 


dustry has placed every Diesel engine and accessory 


manufacturer on the alert. 


In a keenly competitive field, 


each man must keep abreast of latest developments in 
22 major markets for Diesels on land and sea. These 
men want the real Diesel news, the whole Diesel news. 


That is why the leaders in the industry read each issue of 
DIESEL PROGRESS from cover to cover. Its authori- 
tative editorial coverage in every field of Diesel applica- 
tion, as well as the effectiveness of its advertising pages, 


is recognized throughout the entire industry. When 


you add to intensive readership, the outstanding fact 
that DIESEL PROGRESS distributes its circulation ex- 
clusively among Diesel buyers—marine, stationary and 


automotive—you know the reason for the magazine’s 
success. There’s no waste circulation in DIESEL 
PROGRESS-—its readers include a// top engineering 


and purchasing personnel and Diesel owners and users 


by the thousands. You reach al/ the Diesel buyers when 
you advertise in DIESEL PROGRESS! 


REX 


Edited and Published by 


W. WADMAN 


Affiliated publications, under the management of 
Rex W. Wadman: Diesel Engine Catalog * World 
Petroleum * Petroleum 


World *® Petroleo Del 


Mundo * El Mundo Azucarero * Sugar * Sugar 


Reference Book ® El Catalogo Azucarero 
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Pittsburgh, Youngstown, Cincin- 
nati, Columbus, Cleveland, Akron, 
Toledo, Buffalo. and Syracuse. 
Providence, R. I., will be added 
July 21. With material shortages 
limiting supplies, stores handling 
the drapes have sold out the day 
after the ads appeared, and Clo- 
pay does not intend to open addi- 
tional markets until it can keep 
the present ones supplied. 


When the ads were run here, all 
stores reported crowds lining the 
streets before opening time—with 
lines like those of “nylon days”’— 
and Rollman’s and Woolworth’s 
had to take out window displays 
before noon. 

The ads, emphasizing an “un- 
believably low price” of 95 cents 
per pair, point out that the new 
drapes, made of plasticized ceilu- 


reinforced edges, and a “Lintoned 
background to give that ‘natural 
linen’ look.” Copy also calls atten- 
tion to the company’s cellulose win- 
dow shades and Venetian blinds. 


Edward J. Heffron 
Named NAB Aide 


Edward J. (Ted) Heffron, until 
recently executive secretary of the 
National Council of Catholic Men, 
has been named executive assist- 
ant to the president and vice- 
president of the National Associa- 
tion of Broadcasters. He will han- 
dle NAB public relations. 

Willard D. Egolf, who vacated 
the NAB public relations post last 
fall to become special counsel to 
the organization, has left that po- 
sition to open his own law office in 
Washington. In addition, he is 
president of Broadcast Manage- 
ment, Inc. Mr. Heffron joins NAB 
following 14 years as public rela- 
_ chief of the Catholic coun- 
cil. 


lose fiber, are flame resistant, have . 


: | and 
ASSOCIATES’ 


| NEW | 
PRIZE 
BOOK! 


DOUGLAS E. THOMPSON > 


165 W. Wacker Dr. Chicago}, Ill. 


We INL Nie ow 


a ee uae ee 


NS WME gk 


; 5 1 i aes we Bie i k e 
pe petra. Roane Bo) Oe a eee 5 i cs 
eet ra vt ‘ ¥ 3 oa fe 8 > op ee i cae Ls = ; —— |_| 
| os 
ee Pe | 
, | 
ee | 
} 
| | 
lver- 
eam, | % 
—— | d 
| 4 
| | *OW an ow | 
ae : nag oa a Bs | ; 
ta * a ; $ M 
Mt et a: tS ‘Roy, : aN 
ak so nae PL a “ALting : | | 
i Sir Ae ong om ae Oy NG, s t | 
pei | : | 
ther, fat, Wibiy,, ry ay. mee * f , 
Satie, Ps wy, ~ » P vi a # | 
f pepion i ’ Fg 
+ ’ 786 ne, ee. ting | _ - ‘ i", ; uF yy, 5 £: ” 6g ae ee * oe a oe 7 
tits Ser sy te: “ rs “fs tes ie > ee 2 ‘Bs vee i ae . 
ot epg Seg "Roy, - ts Mii: “e — hy i. . 
| ee ot ee he tren a Nite re . “oy, vie ‘ : % 
ty * Dewey Ps, ; o . ’ —— ee a ee = ete : meecimeeemmmamimmaaiaaian é 
aie om — x | A ey ae a i | ‘. F ; 
Es J ee ae oe oe R 
ia ey nae pee Tae. " : ‘ a F i 
CM or ae: Oa ; Ne a 
cai & fags Seger Rs, +2 * Ex ‘ 5 C - 
» : ee, “x A 
¥..., eho ie Shige Ba a | 
oe onay tig aa soona Ne ree te a. y ete 
ia “ hin,, "abiding Tiras py, 1M ey . ~) ‘y Ni . 
ade Tra, oo Binns wane fins ENT, esp, " 
ee ' here, a d “try, KE; ae: os e Be ; 
es ¥y rf wd an Sonar be 
ae ela ESE, —_ on _ 
Oi f On...” Ag ee ‘~~ _ 
_ A rere ¥ ant Ren — ss) we 
é oe. a Oy doe — | a ; 
: ¥ 4 rf a il re : "Any, +On, ie oa . ied # a a | 
Ei Fi. fia, “erg ee tp we m i 29 e a im ey 4 oC ane . 
= 2 Sine Mas pa a . : o 4 * e hea 
Ly b , B, . i i _ , E # 4 é Wy ‘ o Boy 
s "E80, oe mah ao ae 
¥ + : : eee i 4 
| Sy, 4 ig , he a % ae ies 
a 2, * 4% Ae ay * a ree ; ® im zi 
"OWE, Coy, o™ RN i _ . 
RK ay v f Wi Nedhong ee i ig Bets tee 4 a : dai 
- On Mire, 5 * # Sapa os ; ae ices . 4 —_— spas 
“Waa. er Sag @ te Me As eee 
ne ce "ny MS dl, Sitiies, , 2% My. ey OP Geiey 3 ree 
tin, # YW 94 as j a Y | a " ie e ty, P, 
. «Si SE De oe he ‘Wiens aes : H j to oo 
a a: i) a | Pe ss eal 
VAN, L_pcplmen an a | 
A ny om, . a a : nee a 
‘ "Nay, +» Byes ae | 
nae! Von, by | ‘3 Ss: asi : Bs ; P 
. me Ones, oe oe 
eee Pn, 7 a ten | 8 7 — 
a ie 974.565 “Oe a ei bah : 
een Ni ‘ls “p. Wu, 92. e0y “on Vey : 1 a it 
Wi Get Be eve oe ep ad Al et . %, cs ” Boe 
; Fi Fe St s "4ha- $n . ” Potten, Ss ead Lor ie 
in ae Ling i var va | 4 ; 
E 3 a es a oF ‘ > ’ *y ed ees “ | oe ; 
\ wy ; : i 
az ee ie. om z a * ‘ ee 
Be ee aD, 
> , ie oe 
Sui i ay ; . i 
nat fe Sit ; ee A P| a er tae , a y 
oe e na ‘i td Pr , 4 : a ’ 
a : ele ee ead a _ 
‘ a Bs c= * 5 a eye ce Seay f ee . 
4| = : =" -* f t 
$ Ere, _— = — ayy as “0 3 : he a: : 
Vs . he § = : : a 


J. R. Poppele Named 


J. R. Poppele, president of Tele- 
vision. Broadcasters Association, 
has been appointed a member of 
the committee of the domestic dis- 
tribution department, U. S. Cham- 


ber of Commerce. The group rep- | 


resents retail, wholesale, advertis- | 
ing and service industries and) 
seeks to promote better under- | 
standing of the economic needs of 
distributors. 


Thermoid Names Hoeflich 


Edward C. Hoeflich, formerly | 


with Ace Mfg. Company, Phila- | 


delphia, as sales and advertising 
manager, and Henry Disston &) 
Sons, Philadelphia, as manager of | 
steel specialties division, has been 


SIGNS OF LONG LIFE" 
FOR QUANTITY BUYERS 


THE ARTKRAFT" SIGN CO. 
Artkraft* tandeaetien Corporation 
900 Kibby St., Lima, "Ohie, U.S.A. 


“Trademarks Reg. U.S. Pet. Of. 


appointed industrial sales pro-| 
motion manager of Thermoid| 
Rubber division, Thermoid Com- 


pany, Trenton, N. J. 


‘Makes Trailer-Freezer 


L. B. Trailer Products Com-. 
pany, Milwaukee, expects to be in 
full production by August on a) 
field freezer automobile trailer for 
sportsmen and farmers. The unit | 
carries 600 pounds of fish or game | 
and contains 37 cubic feet of lug- | 
gage space. 


Russell Advanced 


Earl W. Russell, recently re- 
leased from the Navy and prior 
to that office manager of the sales 
/research department of Standard 
| Oil Company (Indiana), Chicago, | 
“has been advanced to administra- 
tive assistant in the office of the | 
| president. 


Joins Diamond Match 


| Richard F. Cullum, formerly 
|with The American Weekly, has 
joined the book match sales di- 
vision of Diamond Match Com- 
| pany, New York. 


New England 


‘States, Resorts 


Bid for Tourists 


Hartford, Conn., June 12.—An 
| extensive advertising and publicity 
campaign has been launched by 
country hotels, sea resorts, etc., 
| throughout the New England 
_states in an effort to reacquaint 
'the nation’s vacationists with the 
attractiveness of New England in 
peacetime. 

The New England Council has 
| been aiding the program by serv- 
ing as clearing house for informa- 
tion about the entire region. 

This summer will mark the first 
| postwar period when vacationists, 
including former veterans, can 
‘travel throughout the six New 
England states, and advertisers 
are using newspapers, magazines, 
/radio, outdoor, pamphlets, etc., to 
contact the public. 

The Connecticut State Develop- 
ment Commission, Hartford, for 
'example, on request will provide 


| 


maps and four booklets, “Connec- 
ticut Vacation Resorts,” ‘“Recrea- 
tion and Outdoor Lift,” “Historic 


| Homes,” and “Points of Interest.” 


Offers Three Booklets 


In Vermont, the State Develop- 
ment Commission has just re- 
leased three booklets featuring 
complete 1946 listings and infor- 
mation regarding vacation housing 
facilities in the state. One booklet 
offers facts on cottages, camps and 
furnished houses, while another 
stresses tourist homes, hotels and 
cabins. The third lists farms and 
summer homes that are for sale. 


Maine is offering an attractive 
booklet, entitled “Maine Invites 
You,” listing hotels and other hous- 
ing facilities, with 1ates and other 
pertinent information. New Hamp- 
shire’s literature features advice 
to the sportsman. 


The Cape Cod Chamber of Com- 
merce has issued a booklet listing 
golf courses, lighthouses, trout and 
salmon ponds, yacht clubs and 
camps. Other cities, towns and 
districts in the New England area 


The tr wate! 


She’s right in the swing! And so is A 


IDEAL—the one to watch as the 


fastest-moving women’s magazine group 


= 


in the field! IDEAL’s Movies, Movie 
Life and Movie Stars Parade brought a 


new kind of Hollywood reporting 

. . . IDEAL’S Personal Romances brought a new 7 

approach to stories of love and romance. 
America’s women readers loved these 


magazines that dared to be mew! And what’s 


happened? IDEAL has zoomed to 


circulation! Thousands more every issue! More and 


more new advertisers joining the swing to IDEAL! 


2,000,000 


Advertising lineage constantly on the upswing! 


So swing into high yourself 


—grab an IDEAL ad-man. . 


hal 


“= nas 2 


is on the move | 


. fast! 


MOVIE LIFE « 


W. M.COTTON'’S 


Won Groap | 


MOVIES + MOVIE STARS PARADE 


PERSONAL ROMANCES 


NEW YORK e 


CHICAGO e 


HOLLYWOOD 


| 
| 
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also have issued booklets to at- 
tract vacation-bound Americans. 


WISCONSIN GETS 
FOLLOWUP FUND 


Madison, Wis., June 11.— De- 
spite opposition of Gov. Goodland 
of Wisconsin to “spending state 
money to benefit resort owners,” 
the state conservation department 
has been granted a $5,000 appro- 
priation by the state emergency 
board for use in answering in- 
quiries about Wisconsin’s recrea- 
tional facilities. 

J. H. Alexander, director of rec- 
reational advertising, asked the 
board for the money because, he 
said, he had received some 39,000 
inyuiries as a result of the state 
promotional ads placed in the 
newspapers of key cities through- 
ou: the Midwest and in New York 
City. 

The letters are still coming in at 
the rate of 4,000 a week and his 
department lacked the money to 
answer them, he said. 

Gov. Goodland, who is one of the 
three members of the emergency 
board, declared: “I don’t believe 
it is the business of the state to 
spend this money in any such man- 
ner. I am opposed to spending 
state money to benefit resort own- 
ers or any private business. It’s 
up to them to advertise their own 
business.” He was outvoted. 


New Publication Aimed 
At ‘Business Traveler’ 


A new monthly publication, 
“Business Traveler,” issued by 
Transportation Publishing and 
Research Corporation, New York, 
and devoted exclusively to stream- 
lined timetable information for 
rail and air travelers, was dis- 
tributed in the New York area 
June 10, with an initial press run 
of 1,000. 

Railway and airline advertising 
will be carried in later .ssues, 
which will be distributed to sub- 
scribers at $6 a year and to news- 
stands in rail and air terminals, 
said A, Jay Shuler, president. Mr. 
Shuler formerly was with Pan 
American Airways. Other officers 
are Jack P. Peak and John Stazo, 
vice-presidents, and J. Lewis 
Ames, secretary. Plans are to in- 
stitute editions for cities through- 
out the country, Mr. Shuler said. 


Mutual Network Boosts 
Station Total to 317 


Mutual Broadcasting System 
has added four more stations, 
upping the total to 317. 

KVI, Seattle-Tacoma,  5,000- 
watter, will become a _ full-time 
MBS affiliate Aug. 1. Others 
joining the net are KBNE, Boul- 
der City, first Nevada affiliate of 
Mutual; WLAU, Laurel, Miss.; 
WTSB, Lumberton, N. C., and 
KHON, Honolulu, which will be 
the first AM station to go on the 
air in Honolulu since the war. 
All four stations are 250-watters. 
WTSB joined the network June 9, 
KBNE and WLAU on June 15, 
and KHON will hook up July 4. 


FROM THE OUTSIDE 


@ Although Bayonne is within the 
shadow of Metropolitan New York 
you can’t sell it through the big 
city’s newspapers. The Bayonne 
Times had 66% more circulation 
among Bayonne families than all 
New York and Hudson County 
evening newspapers combined. 


THE BAYONNE TIMES 


NEW JERSEY 


BOGNER & MARTIN 
Sales Representatives 


NEW YORK CHICAGO 


—— 
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y THE VALLEY TIMES 
WENT DAILY 


After || years of successful publication as a semi-weekly, during 
which time the paper experienced the same tremendous growth 
as the VALLEY itself (1940 population 153,453*—1946 popu- 
lation 236,075*), the publishers decided to undertake the con- 
version to a daily basis. 


In a period of newsprint shortage and other warborne difficul- 
ties, the step was considered hazardous by many. But results 
since March 4th have proved that the VALLEY TIMES as a daily 
has an even greater acceptance. 


It. is impossible to weigh the value of the rich SAN VALLEYITES have shown they want a daily of their own—they 
FERNANDO VALLEY MARKET without interlocking it have shown that the daily they want is the VALLEY TIMES. 

with the VALLEY TIMES. The VALLEY and the VALLEY *I. A. Chamber of Commerce 
TIMES are going forward together. 1940-1946 Census Report. 


Address all inquiries— 
VALLEY TIMES—P.O. BOX 440 NORTH HOLLYWOOD, CALIF. 


FULL A.P. T 8 PAGES 
LEASED WIRE - - VAT | EY ’ COLORED COMICS 
A.P. WIRE PHOTOS. EVERY SATURDAY 


The VALLEY TIMES ... The Paper for the ENTIRE San Fernando Valley 
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117 cities that see 
the most action in 
retail trade today, 
on America’s most 
important Main 
Streets, top-notch 
stores are using Esquire 
for big-time merchandising 


operations. 


These multi-million volume, hand- 
_picked retailers tie-in with Esquire the 

year ‘round. They feature Esquire planned 
windows, run Esquire produced newspaper 
advertisements, set up Esquire inspired store 
interiors, stock and sell Esquire advertised brand 


- 


name products. 


PLUS <4. 


Added to these merchants are hundreds of working- 


with-Esquire department stores, men’s stores, jewelry, 


retailers coordinate their store activities with Esquire- 


supplied window displays and selling aids. 


Retailers know the Esquire reader. They know the Maga- 
zine for Men. That's why, in every section of the 
USA, they‘re quick to use this Major 


Retailing Force. 


Pe 
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In the country’s 


drug, tobacco, liquor stores serving millions of cus- 


tomers in smaller cities throughout the states. These 


Roster of America’s] Finest Stores tieing in 
with [Esquire the year ‘round 


Akron, Ohio—The A. Polsky Co. 

Albany, N. Y.—Steefels 

Allentown, Pa.—Koch Brothers 

Altoona, Pa.—The William F. Gable Co. 
Ann Arbor, Mich.— Wagner & Co. 
Atlanta, Ga.—Rich's, Inc. 

Aurora, Ill. —Alshuler's 

Baltimore, Md.—Hochschild Kohn & Co. 
Beverly Hills, Calif—Jerry Rothschild 
Binghamton, N. Y.—Sisson Bros. Welden Co. 
Birmingham, Ala. —Loveman, Joseph & Loeb 
Boston, Mass.—Jordan Marsh Co. 
Bridgeport, Conn.—The D. M. Read Co. 
Brockton, Mass.—Edgar's 

Buffalo, N. Y.—The Kleinhans Co. 

Canton, Ohio—Stark Dry Goods Co. 
Cedar Rapids, lowa—Newman Mercantile Co. 
Champaign, Ill.—Jos. Kuhn & Co. 
Charleston, W. Va.—The Diamond Department Storé 
Charlotte, N. C.—Efird's 

Chattanooga, Tenn.—Miller Bros. Co. 
Chicago, Ill.—Carson Pirie Scott & Co. 
Cincinnati, Ohio—H. & S. Pogue Co. 
Cleveland, Ohio—The Higbee Co. 
Colorado Springs, Colo.— Waymire Clothing Co 
Columbus, Ohio—The Union 

Dallas, Texas—Titche Goettinger Co. 
Davenport, la.—M. L. Parker Co. 

Dayton, Ohio—The Metropolitan Co. 
Denver, Colo.—The Denver Dry Goods Co. 
Des Moines, lowa—The New Utica 
Detroit, Mich.—The Ernst Kern Co. 
Dubuque, lowa—Stampfer's 

Elgin, Ill_—Ackemann Bros. 

Elizabeth, N. J.—R. J. Goerke Co. 

Erie, Pa.—P. A. Meyer & Sons 

Fall River, Mass. —R. A. McWhirr Co. 

Flint, Mich. —Crawford & Zimmerman 

Ft. Worth, Texas—Monnig Dry Goods Co. 
Grand Rapids, Mich.— Wurzburg Dry Goods Co. 
Hartford, Conn.—Horsfall's 

Harrisburg, Pa.—Doutrichs 

Indianapolis, Ind. --Wm. H. Block Co. 
Jackson, Miss.—R. E. Kennington Co. 
Jacksonville, Fla.—Furchgott's 

Kansas City, Mo.—Rothschild’s 

Knoxville, Tenn.— Miller, Inc. 

LaCrosse, Wisc.—Newburg's 

Lansing, Mich.—J. W. Knapp Co. 
Lawrence, Mass.—Macartney's 

Lexington, Ky.— Graves, Cox & Co., Inc. 
Lincoln, Neb.—Magee’s 

Long Beach, Cal.—Buffums 

Los Angeles, Cal.—Broadway Dept. Store 
Louisville, Ky.— Martin's 

Lowell, Mass.—Macariney's 

Madison, Wise. —Spoo & Son 

Manchester, N. H.—Chas. M. Floyd Co. 
Memphis, Tenn.—Lowenstein's 

Miami, Fla. —Burdine’s, Inc. 

Milwaukee, Wisc.—Boston Store 
Minneapolis, Minn. —Juster Bros. 

Mount Vernon, N. Y.—Langdon 

Nashville, Tenn. —Castner-Knott Co. 
Newark, N. J.—Hahne & Co. 

New Bedford, Mass.—M. C. Swift & Son 
New Brunswick, N. J.—Snellenburg Clothes Shop 
New Haven, Conn.—J. Johnson & Sons 
New Orleans, La.—Maison Blanche Co. 
New York, N. Y.—Wallach’s, Inc. 

Norfolk, Va.—The Hub 

Oklahoma City, Okla.—Rothschild's 
Omaha, Neb.—Nebraska Clothing Co. 
Paterson, N. J.—Meyer Brothers 

Peoria, IIl.—Block & Kuhl Co. 

Phoenix, Ariz.—Porters 

Philadelphia, Pa.—Gimbel Brothers 
Pittsburgh, Pa.—Kaufmann’'s Dept. Store 
Portland, Maine—A. H. Benoit & Co. 
Portland, Ore.—Lipman Wolfe & Co. 
Providence, R. |.—The Outlet 

Reading, Pa.— Walter Jones 

Richmond, Va.—Meyer Greentree 
Rochester, N. ¥.—Sibley, Lindsay & Curr Co. 
Rockford, Ill.—Stuckey’s, Inc. 

Sacramento, Cal.— Weinstock, Lubin & Co., Inc. 
Salt Lake City, Utah—ZCMI 

San Antonio, Texas—Joske Bros. Co. 

San Diego, Cal.—Nelson-Moore Co. 

San Francisco, Cal.—The Emporium 
Savannah, Ga.—Morris Levy’s 
Schenectady, N. Y.—H. S. Barney Co. 
Scranton, Pa.—Cleland Simpson Co. 
Seattle, Wash.—The Bon Marché 
Shreveport,-La.—M. Levy Co., Inc. 

South Bend, Ind.—Robertsons 

Spokane, Wash.—Thomas & Gassman 
Springfield, Ill_—John Bressmer Co. 
Springfield, Mass.—Albert Steiger Co. 

St. Louis, Mo.—Stix, Baer & Fuller 

St. Paul, Minn. —The Golden Rule 
Syracuse, N. Y.—Dey Brothers & Co. 
Tacoma, Wash.—Rhodes Bros. 

Tampa, Fla.—Maas Brothers 

Toledo, Ohio—B. R. Baker Co. 

Topeka, Kans.—Ray Beers Clothing Co. 
Trenton, N. J.—Nevius-Voorhees 

Tucson, Ariz.—N. Porter Co. 

Tulsa, Okla.—Vandever Dry Goods 

Utica, N. Y.—Wicks Greenman 
Washington, D. C.—The Hecht Co. 
Wichita, Kans.—Geo. Innes Co. 
Wilkes-Barre, Pa.—The Hub 

Wilmington, Del.—Jas. T. Mullin & Sons, Inc. 
Winston Salem, N. C.—Norman Stockton, Inc. 
Worcester, Mass.—Denholm McKay Co. 
Youngstown, Ohio—G. M. McKelvey Co. 
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Dream Comes True 

To the Editor: I was amazed 
and amused to read the item in 
your June 3 issue headed “Hunt- 
ing a Name—Just Spin a Dial” 
. . . describing a disc device made 
in England for finding a name for 
a product, because several months 
ago I sent you a gag story I had 
dreamed up about trying to name 
a product by using alphabetical 
discs. Proving again that some- 
times dreams (and advertising 
nightmares) come true! 

Samm S. BAKER, 

Kiesewetter, Wetterau & 

Baker, Inc., New York. 

[Editor’s Note: Mr. Baker refers 
to the review of the English book, 
“Trade Names, a Guide to Their 
Invention, Protection and Use,” by 
A. H. Cousins and H. E. Wads- 
worth, published at six shillings 


This department is a rea 


a 


|by Harlequin Press Company, 
|Manchester and London. Several 
| readers have sent checks for copies 
|of the book to AA, which we have 
had to return. Apparently no 
copies are available in the U. S. 
at present, but orders should be 
placed through regular dealers, 
who can secure copies from the 
publisher. ] 


AA Goes Through. 
Strike or No Strike 


To the Editor: Congratulations 
to your circulation director on 
your enterprise in delivering Ap- 
VERTISING AGE to your New York 
subscribers in spite of the railroad 
strike. My May 27 issue arrived 
in the same mail with your form 
letter of May 25. 

As publishers, you certainly have 
been through about every known 


der’s forum. Letters are welcome. 


experience in the line of strikes 
this year. 
STURGES DORRANCE, 

Brooke, Smith, French & Dor- 

rance, New ¥ork. 

[Editor’s Note: During the rail- 
road strike, the post office would 
accept no mail for out-of-city 
points unless it was first-class let- 
ter mail. Determined to deliver 
as large a segment of AA’s total 
circulation as possible without de- 
lay, 3,000 copies of ADVERTISING 
AGE, addressed to New York sub- 
scribers, were loaded into three 
cars Saturday morning, May 25, 
and driven through to New York 
without a stop by a five-man crew. 
They had some hair-raising ex- 
periences, including pushing a pis- 
ton rod through the engine wall 
on one car. But with the aid of 
the Pennsylvania state police, who 


A LITTLE 


OFTEN GETS A BIG 


N 


EXTRA EFFORT 


/ 


4 


Necessity is the mother not only of invention, but 


also of effort! Wherever you find a radio station that 


is outstandingly active and effective, there you'll find 


a management that is 


constantly demanding and 


initiating an always faster pace in showmanship, pro- 


gramming, salesmanship. 


“Management makes the station.” Many an adver- 


tiser has told us that the stations F&P represents are 


outstandingly well-managed—more productive, as a 


group, than any other “list” in the nation. Which is 


no surprise to us. We planned it that way! 


) FREE & PETERS. inc. 


e < \\) Pioneer Radio Station Representatives 


Franklin 6373 Plaza 5-4130 


Since May, 1932 


Cadillac 1880 Sutter 4353 


RESULT! 


EXCLUSIVE 
REPRESENTATIVES: 
ALBUQUERQUE KOB 
BALTIMORE WCBM 
BROWNSVILLE KVAL 
BUFFALO WGR-WKBW 
CHARLESTON, S. C. wesc 
CINCINNATI WCKY 
COLUMBIA, S. C. wis 
CORPUS CHRISTI KRIS 
DAVENPORT woc 
DES MOINES WHO 
DULUTH KDAL 
FARGO WDAY 
HOUSTON KXYZ 
INDIANAPOLIS WISH 
KANSAS CITY KMBC 
LOUISVILLE WAVE 
MINNEAPOLIS-ST. PAUL WTCN 
OKLAHOMA CITY KOMA 
PEORIA-TUSCOLA WMBD-WDZ 
PORTLAND KOIN 
RALEIGH WPTF 
ROANOKE WDBJ 
ST. LOUIS KSD 
SEATTLE KIRO 
SYRACUSE WFBL 
TULSA KTUL 
and WRIGHT-SONOVOX, Inc. 


CHICAGO: 180 N. Michigan MEW YORK: 444 Madison Ave. DETROIT: 645 Griswold St. SAN FRANCISCO: 58 Sutter HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bldg. 


Hollywood 2151 Main 5667 


picked the two remaining cars on 
the turnpike outside of Harrisburg 
and escorted them all the way to 
the New York city limits, where 
they: were met by two New York 
City motorcycle policemen, their 
copies were delivered at New 
York’s main post office at 3 p.m. 
Sunday afternoon, and delivered 
to New York subscribers on time 
Monday. 

Even though the railroad strike 
ended at 4 p.m. Saturday after- 
noon, these copies would have 
been delayed perhaps two days 
without the heroic measures 
adopted by the AA circulation de- 
partment. ] 
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Grey Shows Men Only 
in Women’s Hose Ads 


To the Editor: Here is a news 
story on nylons... to be specific, 
Mary Grey nylons, manufactured 
by Grey Hosiery Mills, Bristol, 
Va. . . a story which, we believe 
you will agree, will prove interest- 
ing to your readers. 

In the main, there have been 


two schools of thought in hosiery 
advertising . . . exemplified by 


those who feature legs, and those 
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who don’t... each advertiser try- 
ing to promote, verbally and pic- 
torially, the sheerness, quality, 
and other characteristics to sup- 
port claims that his brand of 
hosiery is the choice of the smartly 
gowned women. One large adver- 
tiser has resorted to outbursts of 
surrealism to stimulate the imag- 
ination. 

During the war, women dis- 
covered two things: First, what 
they didn’t want in hosiery; sec- 
ond, that they could place greater 
reliance in well known nationally 
advertised brands. And now, with 
a very marked increase in the 
number of nationally advertised 
brands, advertisers still continue 
to stick to the familiar advertis- 
ing patterns .. . that is, all but 
the Grey Hosiery Mills of Bristol, 
Va., whose advertising now fea- 
tures the MAN, as indicated by 
the enclosed reprint. 

This is the first of a series of 
full pages depicting “desirable” 
men in a variety of interesting 
situations. Harper’s Bazaar, Made- 
moiselle and Vogue are on the list. 

Harry L. ADAMs, 

Klau - Van Pietersom - Dunlap 

Associates, Milwaukee. 


+, ¢ 
Selling $120 Belts 
To the Editor: Add inflation 


notes. 

Our merchandise manager, gaug- 
ing the trend in consumer buying, 
brought certain belts from Cali- 
fornia. They’re handcarved sad- 
dle leather, and the buckles and 
other metal trimmings are silver 
and gold, some _ ruby - studded.: 
Even so, the prices ($12.50 to 
$120) gave me nightmares, trying 
to plan the promotion program. 

We broke the campaign with 
large-space insertions (800 lines) 
in the Philadelphia Record and 
Evening Bulletin, followed up in 
one week’s interval with ads built 
around Jerry Doyle cartoons. In 
between, we used 90-line “tick- 


And here’s the very latest news 
on the Capital of the Woolen and 
Worsted Textile Industry . . . its 
annual effective buying income 
has 
(Sales Management Survey, May 


jumped to $90,480,000.00! 


1946) This emphasizes our point 
that Lawrence is a market with 


no sales worries 
sion problems . 
ment fears. 


thE 


. » +. no reconver- 
. . no unemploy- 


The Eagle-Tribune is Lawrence’s 
own daily newspaper, read in 95 
out of every 100 homes. 
Circulation over 35,000. 


AGLE-TRIBUNE 


_ LAWRENCE, MASSACHUSETTS | 


WARD-GRIFFITH CO. -NATIONAL REPRESENTATIVES 
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lers” in several different sections 
of every issue. 

The campaign caused a lot of 
comment in town, and our win- 
dows have been thronged. 

Oh yes, the belts are selling! 

FREDERICK GOLDMAN, 

Advertising Manager, Brait’s, 

Philadelphia. 

* . b A > bd Z 
Facsimile ‘Tribune 
Carries First Ads 

To the Editor: Attached are 
proofs of the May 25 facsimile 
Tribune carrying the first facsimile 
advertising transmitted by FM. 

Since only a limited number of 
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atl around the tows! 
Delt devioning, this! Nonce the 
beoMtul shirring ot shoulder, bus! 
ond hips of the clever cockto:! 
the veuwwol brorted effect 
> ot hip ond bodice on the ofter- 


beliet ot $95 (hor lett) and $16 95 (eli) 
Both in sizes 10 10 90 
Misses’ Dress Shop, Sixth Floor, South State 


facsimile reproductions were re- 
corded, and all of those are neces- 
sary for files, etc., I am unable 
to send copies of the actual 
facsimile edition as received via 
the FM broadcast. 

KEN CLAYTON, 

Business Survey Department, 

Chicago Tribune. 

[Editor’s Note: The accom- 
panying illustration of one of the 
May 25 FM pages shows the copy 
scheduled by Marshall Field & 
Co. and the Illinois Bell Telephone 
Company, the initial advertisers. 
The ads were used in the early 
morning engineering and trans- 
mission tests and were received 
by the recorder installed at the 
farm home of Col. Robert R. Mc- 
Cormick, editor and publisher of 
the Tribune, near Wheaton, IIl. 

Field’s copy was prepared espe- 
cially for facsimile publication, 
while the telephone company’s ad 
was one of the firm’s regular lay- 
outs, originally designed for re- 
production on news presses. } 


vgv¥#seeeg’V 
‘Pledge’ Stirs Interest 
To the Editor: The ‘“Photo- 
graphic Review of the Week” fea- 
ture of ADVERTISING AGE has long 
been a source of interest, informa- 


a ee, 
Fhe Plats Pledge 
of Fomorrow 


(44(,€ SOLEMNLY DEDICATE OURSELVES TO THE 

MAINTENANCE OF THE SAME HIGH STANDARDS 
WHICH HAVE MADE BLATZ BEER FAMOUS FOR 
QUALITY AND GOOD TASTE. 


GAC E PLEDGE THAT THE PRODUCT WILL ALWAYS 
BE MOST ATTRACTIVELY PACKAGED, ANO 
MERCHANDISED IN KEEPING WITH ITS PREMIUM 
QUALITY. 
(Q4()E SHALL ALLY OURSELVES ONLY WITH THOSE 
WY pistriauToRS WHO ARE IN WHOLEHEARTED 
ACCORD WITH OUR POLICIES. IN RETURN, WE 
PLEDGE OURSELVES TO THE PROMOTION OF A 
MUTUALLY GAINFUL ANO LASTING AFFILIATION. 


An E ARE PLEDGED TO THE WINNING OF AN 

EVEN GREATER CONSUMER PREFERENCE 
THROUGH A CONSISTENT ADVERTISING PROGRAM 
WHOSE DIGNIFIED RESTRAINT IS BEFITTING A 
QUALITY PRODUCT. 


Bilal, Brewing Co, 


ae maven msCON 


tion and enjoyment to me. I find 
myself invariably turning to the 
inside back cover of each issue as 
soon as it reaches my desk. 

I am taking the liberty of en- 
closing a copy of the “Blatz Pledge 


of Tomorrow,” our current direct 
mail promotional piece. This par- 
ticular promotion is quite differ- 
ent from the usual self - mailers, 
pop-up folders and broadsides we 
have been using in the past. The 
Blatz pledge has been mailed to 
our entire prospective distributor 
list, and although it has just been 
released, we have received numer- 
ous requests for information re- 
garding franchises for our prod- 
uct, 
E. L. O’BRIEN, 

Manager, Sales Promotion and 

Merchandising, Blatz Brewing 

Company, Milwaukee. 


_ ee 


Credit Required 


To the Editor: Your article re- 
garding our employe-relations 
book, “Perplexed Mr. Plato,” is 
much appreciated. 

For the record, however, let it 
be known that Miss Viola Warren, 
copy chief of Kuttner and Kutt- 
ner, our agency, was responsible 
for interpreting our viewpoints in 
black and white. 

Credit should go: where credit 


is due, and Miss Warren most cer- 
tainly deserves the credit. 

MEL G, GRINSPAN, 
Advertising & Sales Manager, 
Sam Shainberg Dry Goods 
Company, Memphis. 
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Eaton Art Finds Niche 


To the Editor: We have heard 
so many comments bemoaning the 
“waste” of good art (after it has 


served to illustrate advertising) 
that we think your readers will be 
happy to know that the much- 
admired painting which John Car- 


roll did for us last year has been 


given by us to Baylor University. 

As the painting depicts Robert 

Browning and Elizabeth Barrett it 

will be most happily housed in the 

new Baylor Browning Library. 

MARGARET FALCONER, 

Advertising Manager, Eaton 
Paper Company, Pittsfield, 
Mass, 
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1950 Called Good Date 
for New Calendar 


To the Editor: The enclosed 
copy of our Journal of Calendar 
Reform features a resolution 
passed by the association which 
comprises the advertising direc- 
tors and in some instances the 
publishers of the newspapers of 
the United States. [Newspaper Ad- 
vertising Executive Association. ] 

Every industry in the country 
would benefit by an improved and 
perpetual calendar of 12 months 
with equal quarters and equal 
half-years, and fixed holidays. 
Each of us individually will enjoy 
the benefits. 

During the years before the war 
the League of Nations considered 
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and discarded hundreds of pro- 
posed new plans for a calendar. 
As a result, 14 nations approved 
The World Calendar. The under- 
taking was not completed because 
of the war, but now the establish- 
ment of the United Nations, the 
increased need for efficiency and 
unity, and the spirit of change 
abroad in the world make the 
present a propitious time for this 
long overdue change. 

The consensus of the opinion 
of many experts is that Sunday, 
Jan. 1, 1950, when the proposed 
World Calendar and the present 
Gregorian Calendar coincide, is 
the best time to inaugurate this 
new time standard. 

While resolutions previously 
adopted testify to an aggregation 
of powerful interests all over the 
world that favor adoption of the 
World Calendar as soon as pos- 
sible, the position of this nation 
is extraordinarily important. We 
trust you will wish to add the 
voice of your industry. 

“Westy EcMmont, 

Director, World Calendar As- 

sociation, Inc., New York. 


HIS IS NEW YORK 


*" 1865 a shantytown with bone-boiling stalls, piggeries and 
stagnant pools, New York's emerald-like Central Park occupies 
840 acres in the very heart of the city. Fringed with residential 
skyscrapers, its lakes, formal gardens, bridle paths, zoo, band 
shell, 35 miles of scenic walks, model yacht basin, and a mall 


for special events attract 9 million visitors a year. 


Play- 


grounds provide organized recreation for 4 million children. 
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Colorado Home 
Builders Attack 
U. $. Ad Drive 


Need Materials, Not 
Encouragement, Says 
Builders’ Group 


Denver, June 11.— The Wyatt 
housing program’s cooperative ad- 
vertising injection (AA, May 6) 
is causing something less than a 
sensational reaction, if reactions 
in this area are typical of the 
nation as a whole. 

A survey by ADVERTISING AGE 
revealed that the program was 
immediately shelved in Colorado 


by M. B. Bennett, regional Fed- 
eral Housing Administration di-| 
rector, with the comment: 

“What in the world is the use 
of a campaign to encourage build- 
ers to build when they can’t get 
material to build with? Who is 
kidding whom?” 

Stanley Brandenburg, executive 
vice-president of the Denver As- 
sociation of Home Builders, was 
a little more acid: 

“The home builders don’t need 
encouragement,” he said. “They 
have been sitting on their fannies 
four years now, waiting for ma- 
terials. They went out and bought 
all the available sites to have 
places on which to build. 


Denver Builders Hard Hit 


“They have 1,961 unfinished 
home units in Denver alone, val- 
ued at around $15,000,000, now at 
a standstill for lack of materials. 
Our builders can’t get rock lath. 
If they could they can’t get 
plumbing and lighting fixtures. If 
they could they can’t get steel 
tubing for electric wiring. If they 
could they can’t get oak flooring. 
And if they can’t get oak flooring 
they can’t use a substitute. Build- 
ing code, you know. 

“If Wyatt would spend time 
getting the home builders mate- 
rials instead of encouragement, 
we'd be a lot better off.” 

Further investigation revealed 
that the campaign materials have 
not yet been brought to the at- 
tention of media in this area. As 
far as the public is concerned, in- 
formation on housing in this area 
is limited to such statements as: 

“This rock lath shortage has 
got us paralyzed”—Elton S. Boerst- 
ley, local builder of the unit 
apartment. 


‘Costs Us $300 a Day’ 

“We all stopped work six weeks 
ago because we can’t get rock 
lath. All the contractors I know 
are tied up. Our inability to 
finish construction on our apart- 
ment buildings is costing us $300 
a day’—Gene Reed, Denver con- 
tractor. 

The focal rock lath shortage 
Mr. Brandenburg blames on the 
government’s failure to divert 
brown construction paper, integral 
to rock lath, to the gypsum indus- 
try, and to the OPA price differ- 
entials blocking mills from making 
wood lath. 

Meantime, the fact that less than | 


RAILROADS! 


@ If you want to do business with the oil | 


man . . . want to sell him terminal sites, | 
refinery sites, freight-hauls, long-haul plush | 
rides . . . cultivate him through his paper. . . 
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two of every five family housing 
units started in the metropolitan 
Denver area in 1946—an estimated 
1,573 units—will be completed by 
the end of the year, was revealed 
by Lyle Webber, chief building 
inspector for the city. 


64% Uncompleted 


Mr. Webber’s projection is based 
on the fact that of a total of 2,700 
permits issued in 1945 for living 
units, 1,724 or 64% have not been 
completed. Including unfinished 
1945 units, the partially built 
homes at the end of 1946 will 
total 3,989 units. 

The 1945 completion rate on liv- 
ing units was more than three a 
day, although the number started 
has, since the first of the year, 
totaled approximately 12 a day, 
Mr. Webber reported. 

In 1941 builders were turning 
out more than nine a day, most 
of them single family residences, 
or three times the present rate. 


At the present building comple- 
tion rate, the uncompleted homes 
at the end of the year will require 
more than four years to complete 
if no new units are started. 

Meanwhile on the basis of ap- 
plications made to the Federal 
Housing Administration for HH 
priorities since Jan. 15, 1946, total- 
ing 10,267, there will be 30,000 
HH priorities issued in Colorado 
by the end of the year, with com- 
pleted homes aggregating only one 
in' 10, Mr. Bennett revealed. 


‘Ebony’ Circulation Rises 
Rises 50°/, in 3 Months 


Ebony, Chicago _ publication 
keyed to the Negro market, has 
increased its circulation to 300,- 
211 for the May issue, a 50% in- 
crease over the March circulation 
of 198,640. First issue of the 
magazine appeared last Novem- 
ber, with a circulation of 73,000. 

The monthly has announced in- 
creased advertising rates, effective 


with the October issue, of $800 for 
black-and-white pages (old rate, 
$500) and $1.35 per agate line 
(old rate, 90 cents). Space orders 
placed by July 1 will receive the 
old rate for the remainder of the 
year. 


CBS Shifts Two 


Howard Stanley, assistant di- 
rector of promotion for CBS- 
owned stations, has been named 
director of the network’s radio 
sales promotion, succeeding John 
P. Cowden, recently appointed di- 
rector of promotion for CBS- 
owned stations. Mr. Stanley joined 
CBS’s New York staff after serv- 
ing WTOP, CBS-owned Washing- 
ton station, as sales promotion 
manager and press chief. 


Philco Elects Balderston 


William Balderston, for the past 
two years vice-president in charge 
of operations of Philco Corpora- 
tion, Philadelphia, has been elected 
executive vice-president. 
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Grabhorn Assumes 
Added Duties at ABC 


Two American Broadcasting 
Company departments now are 
headed by Murray Grabhorn, 
manager of station sales, since he 
has taken over direction of the 
net’s co-op program sales depart- 
ment following the resignation of 
Barney Cragston. Mr. Grabhorn 
will continue to coordinate activi- 
ties of ABC’s owned and oper- 
ated stations and to supervise spot 
sales. 

A “newly expanded plan” of 
operation is being instituted in the 
co-op program department, it was 
stated, but no details were dis- 
closed. Larry Surles is sales man- 
ager of this department. 


Names Brown 


Rollins Brown, formerly with 
Palmer Mills, Suncook Mills and 
White Bros., Inc., has been ap- 
pointed sales promotion manager 
of Standard Mill Supply Company, 
Pawtucket, R. I. 
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twenty years... 
order and over-the-counter volume with linage 
that ranked fourth in’45 among women’s speciality 
shops . . . gives The Inquirer more than all other 
papers combined—nearly 200,000 lines in 1945 
—probably because The Inquirer holds records 

in coupons, cash and customers! 


Made fe amous by maternity, Lane Bryant in 
Philadelphia... like other stores in the chain... 
now thrives on mothers before and after, matrons 
and even misses! On Chestnut Street for 


Lane Bryant has built both mail 


Side street locations are turnover 
thoroughfares for the two New York 
Sample Dress Shops in Philadelphia 
...at 55 North Ninth and 806 North 
Second ...dresses from $7.50 to 
$12.99... markups minimized, sales 
values stressed ...store decor very 
plain... store volume very fancy! 
Impressed by steadily growing 
women’s linage in The Inquirer in 
°42, this pair of stores has made this 
paper their major medium ever 
since! Space, small, frequent brings 
large, regular results. 
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Product Displays 
Poorly Planned, 
Ad Group Is Told 


Chicago, June 11.— Insufficient 
preparation and skimpy budgets 
for product displays took a sound 
thumping from Jim Pease, vice- 
president in charge of advertising, 
Hurley Machine division, Electric 
Household Utilities Corporation, 
who told the Advertising Man- 
agers Club of Chicago last week 
to “display your product and not 
your ignorance.” 

“We spend $10,000 to put a pic- 
ture of our product and 100 words 
in a publication and think nothing 
of it because a page costs $10,000,” 
he said. “But give us a booth to 
equip where we can show not just 
a picture but the product itself in 
all its glory ... and what hap- 
pens? We lay 100 bucks on the 


line for a beaverboard and cheese- 
cloth contraption, turn a three- 
dollar flood light on it...” 

Build a setting that really flat- 
ters the product, he told the group, 
and go into a shop where displays 
are built to learn how it’s done. 
People are hungry for new things, 
he declared; they want to see them 
work, especially if they’re mechan- 
ical. He warned against last- 
minute construction of displays, 
and improperly trained help in 
exposition booths. 

He severely rapped the ac- 
cepted practice of setting cost lim- 
its for displays. Plan the effect 
wanted first, he said, and then 
check the cost. 

“Tf habit is too strong for you 
and you must ask what it’s going 
to cost, don’t drop dead because 
the nrice goes up if they have to 
make a crate for you, too,” he 
declared. 

William E. Mackelfresh Jr., 
Chicago display designer, told the 


group that merchandisers are not 
taking full advantage of point-of- 
sale opportunities despite the 
shortage of merchandise. He com- 
mended far-seeing advertisers who 
“are supplying dealers with cur- 
rent ammunition to get those 
‘post’ postwar sales that are in 
the making today.” 


To Palm & Patterson 


H & R Machine & Tool Com- 
pany, Cleveland, has named Palm 
& Patterson, Cleveland agency, to 
handle its national advertising. 
Using business papers and direct 
mail, a campaign will be released 
immediately for H & R Aristocrat 
metal products for the home, with 
emphasis on precision-made steel 
windows, 


Keystone Adds Eight 


Keystone Broadcasting System’s 
string of affiliates has been in- 
creased to 217 with the addition 
of eight outlets: WCTA, Anda- 


lusia, Ala.; KCRT, Trinidad, Colo.; 
WMGR, Bainbridge, Ga.; KBMY, 
Billings, Mont.; WNCA, Asheville, 
N. C.; WNVA, Norton, Va; 
WMON, Montgomery, W. Va., and 
WDLB, Marshfield, Wis. 


‘Kid from Brooklyn’ 
Gets $200,000 Boost 


Samuel Goldwyn Productions, 
Inc., New York, will follow up a 
special institutional black-and- 
white campaign of quarter pages 
in Good Housekeeping, Life and 
The Saturday Evening Post, begun 
last February for “The Kid from 
Brooklyn”. and other forthcoming 
Goldwyn productions, with a 
$200,000 magazine campaign pro- 
moting the “Kid.” The new drive 
will break this month and con- 
tinue through July. 

Half the campaign will be four- 
color pages in Collier’s, Good 
Housekeeping, Ladies’ Home Jour- 
nal, Liberty, Life, Look, Seventeen 
and The Saturday Evening Post. 
In addition, black-and-white pages 
will run in July issues of Grit, 


second paper. 


Ne plus ultra among Walnut 
Street couturiers is Nan Duskin ... 
very Main Line. ..stands for glamour 
without glitter, simple elegance, etc. 
On Rittenhouse Square, around 

the corner from the Racquet Club 
and Penn A.C.... 
society, stage and screen... finds the 
ultra charge customer for the ultra 
shop she has established . . . in The 
Inquirer. Last year ran more than 
30,000 lines —despite 7 pages forced 
out by newsprint rationing—nearly 
twice the space used in the 


Nan Duskin swathes 


‘Towncar, trolley & pedestrian trade... 


Few newspapers can profitably sell all three . . . function as the 


favorite vehicle for the elegant, the everyday and the economical . . . yet The Inquirer 


does, every weekday and Sunday, in both its city and state markets. Not a limited 


classification medium, A-1 for universal service . . . because it has enough 


worthwhile people who think this newspaper worthwhile for attention and 


confidence. The paper provides the prospects, the prospects provide the market. . . 


that enables The Inquirer to sell profitably anything that advertising can sell profitably! 


Take our word for it? ... Why should you? When hundreds of Philadelphia 


retailers, thousands of classified advertisers, and the plurality of general advertisers 


in this market . . . provide a plus of evidence backed by experience! 


And Media Records makes responsible evidence, too! 


The Philadelphia Anguirer 


NATIONAL ADVERTISING REPRESENTATIVES: 


Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, Philadelphia 
Keene Fitzpatrick, San Francisco 
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CHICAGO TO ALMOST EVERYWHERE...NOW 


Yours to enjoy today... the most fumous t-engine airliner wn the world! 


NOW IN SERVICE—Douglas Aircraft 

Co., Santa Monica, Cal., is using this 

newspaper copy, which includes a list 

of the airlines on which the DC-4 is 
now in service. 


Household and Pathfinder. The 
institutional drive now running 
will continue through the first of 
next year, with 13 quarter pages 
scheduled for Life and The Sat- 
urday Evening Post, and 12 for 
Good Housekeeping. Donahue & 
Coe, New York, is the agency. — 


Tops Ad Contest 


Dallas Power & Light Company 
topped the Dallas Advertising 
League’s annual ad competition 
with five first prizes in as many 
classifications, out of a field of 25 
classifications in which there were 
50 contestants. 


To McCann-Erickson 


The Holland-America Line, New 
York, has appointed McCann- 
Erickson, New York, effective July 
15. Advertising plans will be an- 
nounced later. 


“PREFERRED 


NEW BEDFORD 


THE CITY WITH 


“8% MILLION DOLLARS 
WORTH OF PREFERENCE 


*Sales Management's Retail Sales 
Forecast (June, 1946) for New Bed- 
ford is 8'/2 Million Dollars. And that's 
not all since to this figure may also 
be added the retail sales of Cape 
Cod and the Islands (over 46,000 resi- 
dents) and all the suburban areas in 
the vicinity of New Bedford with an 
estimated 42,000 MORE residents. 


ONE PAPER COVERAGE 


of the entire trading territory of 32 
towns in 5 counties at ONE low ad- 
vertising rate—Either Daily or Sunday. 


— 
Rep. by Gilman, Nicoll & Ruthman 
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SHOWROOM OUTING—Surrey Motors, Lincoln and Mercury distributor of 
Astoria, L. |., is tempting passers-by with this realistic picnic scene featuring 


a new Lincoln Continental cabriolet. 


Displaying cars in "settings" is a new 


approach in the auto field, the distributor says. 


‘Companion’ Finds 
79% Prefer Single 


Feature Movies 


New York, June 11.—The Wom- 
an’s Home Companion, in its sec- 
ond annual survey of motion pic- 
ture preferences among its readers, 
has found that 79% prefer single 
features to double features, and 
that a two-hour program is pre- 
ferred to the present average of 
2 hours, 35 minutes. 

The survey also disclosed a de- 
cline in motion picture attendance, 
with 33% reporting they went to 
the movies less often than a year 
ago and only 12% saying they 
went more often. In 1945, 39% of 
Companion readers went to the 
movies once a week or oftener, as 
compared with 35% in 1946. 
Whereas 20% went to movies less 


than once a month in 1945, this 
figure increased to 25% in the 1946 
survey. 


Influenced by Reviews 


Reviews in magazines were the 
greatest factor influencing attend- 
ance, according to the survey, 
with 67% reporting this as a rea- 
son. Stars ranked second in in- 
fluence with 64%, newspaper re- 
views third with 34%, and pre- 
views of coming attractions fourth 
with 32%. Only 18% said they 
were influenced by magazine ads, 
11% by newspaper ads, and 2% 
by panel posters. Eleven per cent 
said they were influenced by title 
of picture. 

Only 14% of Companion readers 
read movie fan magazines, with 
the highest readership, 25%, in the 
under 25 age group. Seventy-five 
per cent said they did not read fan 
magazines at all. 


Market 


Worcester 
Selected As 


One of Two in U.S. For REGENT 
Cigarette Test Campaign ... 


Looking for the two most favorable markets in the 
nation to launch a test newspaper campaign, it is only 
natural that Regent Cigarettes should select the responsive 
Worcester area as one of them. 


Worcester, a City of 200,000 with over 300,000 
more in the immediate, compact trading area, produces 
retail sales of $300,000,000 with per family sales 25% 
above the national average. 


These families are ready and able to buy, and 


easy to reach, 


You, too, can capitalize on a ready sales response 
in this great market, just as Regent Cigarettes and many 
others are doing with marked success in the pages of the 
Worcester Telegram-Gazette. Daily circulation is in excess 
of 135,000, and Sunday circulation in excess of 95,000. 


TELEGRAM -GAZETTE 


. WORCESTER, MASSACHUSETTS — 


GEORGE F BooTw Publishen- 
\UL BLOCK and ASSOCIATES, NATIONAL REPRESENT, 


OWNERS of RADIO STATION WTAG 


Seymour to Electra 


R. I. Seymour, for nine years 
advertising and publicity director 
of Kansas City Light & Power 
Company (Missouri), on July 1 
'will become vice-president in 
charge of sales for Electra Mfg. 
Company, Kansas City maker of 
automotive electrical replacement 
parts. 


Aetna Shirt to Goldman 


The Aetna Shirt Corporation, 
Baltimore, has appointed I. A. 
Goldman & Co., Baltimore agency. 


Pacific Names Jackson 


Zerl E. Jackson, who served 
with the public relations division 
of the Army air forces in India, 
has been named production man- 
ager of Pacific Advertising Serv- 
ice, Los Angeles. 


Appoints United Sales 


United Sales Agency, Chicago, 
has been appointed to handle the 
foreign distribution and sales of 
the Von Duprin panic exit device 
manufactured by the Vonnegut 
Hardware Company, Indianapolis. 


Advertising Age, June 17, 1946 
Two to Baker & Hosking 


Robert S. Cox, for six years 
associate art director of Sherman 
K. Ellis, Inc., New York, and Paul 
P. Petrocine, for three years pro- 
duction manager for the Chas. M. 
Storm Company, New York, have 
joined Baker & Hosking, New 
York, as art director and produc- 
tion manager, respectively. 


Cole Agency Appointed 
L. C. Cole—Advertising, San 

Francisco, has been appointed by 

Lawrence Warehouse Company. 


*BH&G’s penetration into homes worth $3,000 
or less is only 11% — but it’s 48% for homes 
worth $10,000 and over! 


AVERAGE CIRCULATION 2,650,000 
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=| New Plant for Alcoa Walton Heads Walker Cory Introduces ee ee: Se ee Te Set 
Dars The Aluminum Company of} Howard R. Walton, director and Mw oak aaa plas po aes sed 
nan America, Pittsburgh, has an-/vice-president of Hiram Walker- Coffee Grinder Ad oe a 4 
Paul nounced plans for construction of erham & Worts, Walkerville, vertising plans for the grinder 
oro a $34,000,000 plant near Daven- | Ont., has been elected president of | Chicago, June 11.—To increase |*°™2!™ undisclosed until increased 
M. port, Ia., which will be the sec-| the company, succeeding the late - pi ie production justifies anticipated 
package sale opportunities in con- 

ave ond largest plant of its kind in| H.C. Hatch. : : : g heavy consumer promotion. Al- 
Jew the world. Capacity — be sh iia cae ame vray with a ae ee though first allocations of the 
luc- than 10,000,000 pounds of sheet|T; . . ory ‘Corporation, until recently | srinder have be de job- 

and plate a month. Lippman Joins Edelstein | yncwn as Cory Glass Coffee Gaon we sibieiie. aney wilt be 

—_—_—__ Michael J. Lippman, formerly| Brewer Company, has added in @ isti : 
with Parenes. Act Studies Chi- pany, @/in new product listings in con- 

Boston Agency Moves cago, as a contact man has joined |\2¢W “domestic coffee grinder for | sumer publications. 
San Harold Cabot & Co., Boston, has | Edward Edelstein Advertising|home use. The grinder’s debut _ Promotion for the Buffet Queen 
by moves its offices from 24 Milk St.| Agency, Chicago, as account exec- follows closely the introduction of | includes a half-page, black-and- 
to new quarters at 136 Federal St. | utive. the Cory Buffet Queen coffee| white ad in June 17 Life with 
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HAO THE RIGHT 10EA 


"As we go out," said Hansel, "mark our path with bright pebbles—— 


and we can’t miss our way." 


And your way is just as clearly marked if you sell anything that’s used 7 
in homes. Your mark is a magazine. 


Better Homes & Gardens’ entire editorial job is to help people live 
better in comfortable suburban homes. It goes only into the prosperous 
homes where your fattest sales are made-—-into more than 2,650,000 of them.* 


That means almost 9,000,000 people—-fathers, mothers, youngsters——a whale of 
a market! But that’s only the beginning of BH&G’s interest for you. Because—— 


f 
. 


Never before have homes been so pressingly important. Never before have 
so many new husbands and wives been starting new households. Never before 
has a whole country been dreaming homes, talking homes, planning homes, 
been so ready to try new ideas and new materials, been so eager to pay 
for homes and all that goes into them. 


Does it sound like good sense to suggest that the hottest trail to follow 
is the magazine that pours out information on homes and housekeeping? 
Does it suggest that maybe you’re missing something if you’re counting 
on the same old lists of media? The liveliest and most passionately 
interested market today is the homemaking housekeeping market-—-and BH&G 


Swings you straight to the heavy—buying heart of your market. 


9 N0 APLACE 
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ir | 


9 
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— and no place like Better Homes & Gardens 
to sell everything that goes into homes _ 


four-color copy appearing in fall 
issues of Better Homes & Gardens, 
Ladies’ Home Journal, McCall’s 
and The Saturday Evening Post. 

New Cory Corporation policy is 
to round out its product line to 
include products allied to the 
brewing of coffee. The new 
grinder, developed during the war, 
made its first appearance last 
month. 

Weiss & Geller is the agency. 


Nesco Appoints Mullen 


Vernon S. Mullen Jr., former 
assistant advertising manager who 
recently returned from the AAF, 
has been appointed manager of 
advertising and sales promotion, 
National Enameling and Stamping 
Company, Milwaukee, maker of 
stoves and cookers and kitchen- 
ware. . 


Field Appoints Catlin 


Kathleen Catlin, formerly direc- 
tor of advertising and sales pro- 
motion for Munsingwear, Inc., has 
been appointed fashion coordinator 
of Marshall Field & Co., Chicago. 


Have you 
received 
yours? 


= you like to see 
the current copy of 204 leading 
advertisers to business and in- 
dustry? 


It is an invention of The Wall 
Street Journal — a: Composite 
Edition reprinting. éne example 
of each business advertiser’s 
use of this ONLY NATIONAL 
BUSINESS DAILY in a typical 
month. 


To advertisers and advertising 
agencies alike, here is visualiza- 
tion of the thinking that motiv- 
ates all business and industrial 
advertising. 


Published semi-annually, the 
Composite Edition for the 
month of April 1946 not only 
reflects the nation’s top creative 
advertising ability but it 
pointedly demonstrates how ad- 
vertising is serving the prob- 
lems of industry today. 


Agency executives write — “a 


rich reference source” — “puts 
one’s thinking on the pulse of 
top advertising trends” — “no 
other publication in the adver- 
tising field covers industrial ads 
so comprehensively.” 


It is, moreover, testimony in 
black and white of the extent to 
which advertisers use the im- 
pact, speed and editorial back- 
drop of The Wall Street Jour- 
nal. 


We invite your request for a 
copy of the Composite Edition. 
Write Dept. 4. 


The 
WALL STREET 
JOURNAL 


44 Broad Street, New York 4, N. Y. | 
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Company Boosts 
Powdered Eggs 
as Overseas Gift 


Chicago, June 11.—Powdered | 


eggs, which received many a ri- 
bald poke from American service- 
men, are being boosted commer- 
cially for shipment overseas to 
undernourished Europeans. 

H. Gartenberg & Co., Chicago 
chemical dehydrator, which, dur- 
ing the war, handled 35,000,000 
pounds of powdered eggs for the 
VU. S., 
two pounds each, ready for ship- 
ment, through 290 and 210-line 
copy in daily newspapers in Bos- 
ton, Chicago, New York, Phila- 


is offering gift packages of | 


SO SPECIALISTS IN 
CARTOONS, 
CONTINUITIES, 


LIGHT ILLUSTRATIONS 
FOR ADVERTISERS 


JOHNSTONE ...../ CUSHING 


155 E.44thST. N.Y.C. 17, MU-2-6236 


delphia, Washington and West 
Coast publications, placed through 
Gourfain - Cobb Advertising 
Agency. 

Most gift orders placed since 
the campaign began early in April 
request shipment to England and 
France. Austria, Bulgaria, Turkey, 
Rumania and all but the American 
zone in Germany are barred from 
receiving shipments. The news- 
paper copy carries a list of coun- 
tries for which additional postage 
is required, as well as a coupon 
for necessary mailing information 
from the donor. 

Included in the package is a 
list of instructions in all European 
languages describing preparation 
of the eggs, which are said to 
contain about the same food value 
'as shelled eggs. 

The campaign cost to date is 
estimated at about $5,000, with 
|additional promotion expected dur- 
ing the next six months. 


Elects Butterfield 


| H. Ward Butterfield has been 
elected vice-president of Buckeye 


Aluminum Company, Wooster, O. 
He will also continue as sales 
manager. A. H. Strunck, formerly 
sales manager of the premium de- 
partment, National Enameling & 
Stamping Company, Milwaukee, 
has been appointed assistant sales 
manager. 


Quaker Oats Renews 


Radio Show Contracts 


Quaker Oats Company, Chicago, 
through Sherman & Marquette, 
Chicago, has renewed the “Terry 
and the Pirates” program for a 
52-week period, beginning July 1 
over the full ABC network, Mon- 
day through Friday, 5-5:15 p.m., 
CDT. 

The company has also renewed 
sponsorship of the last 15 minutes 
of “Ladies, Be Seated,” for 52 
weeks, beginning July 1, over the 
full ABC network facilities, Mon- 
day through Fridays, 2:30-2:45 
p.m., CDT. LaRoche & Ellis, Chi- 
cago, handles this show. 


Appoints Stanfield 

Cities Service Oil Company, To- 
ronto, has placed its advertising 
with Harold F. Stanfield, Toronto. 
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Earl H. Hanson, Ralston Purina Co., now holds the title of cham- 
pion cow-judging adman of ’46. He won the annual Hoard’s Dairy- 
man judging contest. In second place was Elizabeth Black, The 
Katz Agency; third was Wendell Marsh, Keller-Crescent Co.; 
and Don Smith, Wilson & Co., and Edwin A. Snow, Procter & 
Gamble, tied for fourth. In fifth place were four: Severt M. Jensen, 
Allied Mills; D. H. Van Pelt, Hales & Hunter Co.; Rose Marie Gard- 
ner, Louden Machinery Co.; and Brice McQuillan, Chicago publish- 
ers’ representative. . . 

Earl Shaner, editor in chief of Steel and president of the Penton 
Publishing Company, Cleveland, left early in May on a trip which 
will take him all over the Far East and possibly into Russia. He is 
serving as iron and steel consultant to the special governmental 
mission headed by Edwin W. Pauley. . 

Joe Godfrey Jr., western manager of Parade, has returned from 
a Florida trip on which he managed to catch 10 tarpon, the largest 


were 


Peta Oe 


OFFICIATES AT CAKE-CUTTING—Olive P. Gately, vice-president of Fuller 

& Smith & Ross, Cleveland, was given this welcome-home cake on her return 

from a Caribbean vacation aboard an Alcoa freighter. The eager would-be 

eaters around her include |. Frank Brownson, Westinghouse Electric Corp., and 

Vice-President Stanley C. Patno, Bruce V. Parsons, Paul B. Perrine, Eugene R. 
Rison and Edwin J. Howe, of F&S&R. 


weighing 130 pounds. Joe is the long-time secretary of the Sports- 
man’s Club of America, which recently celebrated its 20th anni- 
versary with appropriate fanfare. . . 

Russell L. Putman, president of the Chicago business publishing 
house of that name, is enjoying a vacation with his family in 
Sweden. Put saw most of the world in his work as lieutenant 
colonel in the AAF during the war, but skipped peaceful Sweden... 

Harold E. Fellows, gen’] mgr. of WEEI, Boston, has arranged a 
fishing trip for some of his CBS pals at Fish Lake in northern Maine. 
Getting their duds ready are J. Kelly Smith, CBS net director of 
station relations, Elmo Wilson, research director, and William B. 
Lodge, dir. of general engineering. . . 

Larry Sizer, sales prom. mgr. of Marshall Field & Co., will head 
public relations for the ’46 Community Fund drive in Chicago. 
Fairfax Cone, FC&B, will serve as vice-chairman of the pub. rela- 
tions committee. . . 

J. A. Cushman, on the staff of Julian Gross Advertising Agency, 
Hartford, is back home after a flying trip to England to marry 
Joan Willbond, of Nottingham, whom he met when he was stationed 


CELEBRATE 40TH ANNIVERSARY—Erwin Davenport, left, general manager of 

Gannett Newspapers in Rochester, N. Y., Frank Gannett, founder and head of 

the group, and Frank Tripp, general manager of the chain, celebrated the 

40th anniversary of their association at a meeting of publishers, editors and 
admen of the 21 Gannett newspapers held recently at Hartford. 


in England with the 9th Air Force. The bride will arrive in Hart- 
ford in July... 

A gift of $3,000 by Mrs. C. S. Jackson, widow of the founder of 
the Journal, Portland, Ore., and mother of its present publisher, 
P. L. Jackson, made possible the purchase of a 40-acre tract of 
myrtlewood in Coos County by Save the Myrtlewoods, Inc. The 
land was officially dedicated June 2 and named the Maria C. Jack- 
son Grove... 

Heidelberg College, Tiffin, O., honored graduate Clarence L. Men- 
ser, NBC v.p. in charge of programs, on June 3 with an honorary 
Doctor of Letters degree. Mr. Menser also delivered the com- 
mencement address on “Our Number One Problem Is People.” 
N. W. Ayer has granted a leave of absence to Clyde M. Vandeburg 
to manage two national aircraft shows (Cleveland in October, Los 
Angeles in November) for the Aircraft Industries Ass’n. . . 


ee ee eee ee ee eee a ee ee 


a —— a le 


v site, 1s Aaa Rar aes oi ae, ey Bs gt Cy ae a Awa 0% gar aay phe = y rs Pon ea > es pie Soy ote a SS - * Le ee 
eR fs $ 4-7 1 aca d PE ae, f : : ‘ ee ‘ é 0 eee " sarees 7 : p i siz . ere coe . is 4 “ x CG, 
a 
3 y 
| Ee é , a Sei ee Poe ee ee ee Fe - . 
| eee f i ge zg poe dD ; ss 7 po hk sg 
mM Ue MLA FO CVOOTECLL a 
Ne _ , ee ek 7 { “4 7 4 fee 
| 3 a ed ee MO ee ee Yer = si ae 
| Re eee Meee et a here ee Sa Fe Oe RR eee Aa ee gee Rae ec se ene eae cee ee enc 
ee ee coe ee ee C2 oo a ee oe ee 
. 
7 a 
rh 
EE ————e 
; } 
Ss i Seale BE eee oe Pa iis SES Re aes ape a on ee 
4 “ ee Bes i ee - ee ee ee eee 
‘h/ 2 So 4 ee : a cae 
: a eee Meo Oe 
Se d i & om { vs wa te + 
2 . .- ~—- — ‘ i 
iF Sow : aes — cere om 7? 7 ee one we en ee 
ie ee = j ; a es : > est Las SSL ee ey . — ee oe. a 2 
Y wa ne E at st yee we ee a = ee 
: a See F oe ee be a. : e  34 e ; 
nen | catia  sciitenl ‘ SS “as . ee ‘ ce ee ee : 
“ Sc neaneeamnmmmnaeell ical ts oS ge ae oe ee eS oe paw = 3 
“oe rae, te ae 4 oid a ‘ a Saree At 89 ae 2 ae ey, 2 ae 
ees , cnenenenadl , ee ea “J ie a se Se: E oe 
‘ peenerae ars ere corey ok he et ee : ee. bee _s 
ne - eee Samir, ey eerie co ee ee ee i an . 
co ores eee _ er Ng ‘ Sey ee e Ms 4 ees te? eine ee eee ore i eee ae 4 pias a5 : ' 
: Se ee on =: ee ‘ 5 ie Ree aah ie gee 4 a « = ee en “ 4 we “ . 
is ee a F , on Shear: nm Dt. A ; . Pe ok asi by z a ee. S$ : a 4 % me ee, 
sah ; é oF : ‘ - 4 : n o en oa @ ee pe a = : 2 a a > ae ie Fs 
ee o* bat tl. A yl Z i, 8 : gost a al ela i a & £2 ry a, se ee mae a eS es j Ze ax gh ee ; bs 4 oo ae 
tt omnia - 2 ee ania —. \ fe eit oa ’ a ;. - £ re * : | 
F - P . a 4 ~. ain e: a i sae * ae «. . : “ a a ¢ My tg anes : 2 7 ; 
bi iy ot os aa iy Sites oo » — 
eae cee “s 
oe 5 S = ae a 
ig Aiea a el - € : 
2 ced ae I I] U t = —s 
a BP eras os me a sg lg oe £ S 
i eae, mt de : ee 
7 —!9 s a f Sy H ; a es 
Pal) f Y ———————— 
iad e. is ° a ‘ a A 
z i i ’ ; i ae “age 
hei 1 Paes aes Gee 
\ 3 Se teh ee. 
oe ee Ee eg Rabaciih ite pa ee + 
ptt - 4 ‘J - $2 ce See ee 
Be ee ae eae na wate id ee i ‘ 
a = ae “a e ; z anor : 
ae en ee 
Babs Sir ag) tampa aieae pel et 
Bice sh ae Sk 
his ——S ae 
. i ee ee Rison hare Fi s 
od , ee P| waltil i 
3 wee” : ie te. 
ea sent } 
. peveroeerr 7 
ema aa raneramsnce tee : 
ri ew ape “mrvegereeag ace : ree a 
4 5 es ee 
Fe , Segarra reres: ; ze 
ee — Se enog ee 
eo peaqeeennnre oT ee oa 
4 we seme: Sam 
ea aan 2 tr ay Rit I SS a are 
of we — ite dse foe ae ee ee te 
he EE pee adé, i See Rao laa Sacra ee ee I SER a eae ee cS i 
a Ss ee ae ee gry autem oe SES Sa eae Sine Hr ee ee. mame 
f : er, jy Se ee ae bette cect Se ae Sc Sarco ae es 3 Ae: hues 
al 2 orey +. ne a; PGES i Pee nc #8 "aps 
e een ; ot Re Ee apron Pee ie een i rte Se es Wig: | | OUl Bat 
, : Oia Te pias pie ee OE ey 2 Se 
E ge SS OS eas Raa So ho ee Pe oe eee, i 
aa PRE ig ee i ec Regt Say oa ch ee ogee ae ae ‘ae —— 
-. AORN it yy aa ee Pe eee j Tee ee t— i 
as es ee Ves eee ace: 2 eee : pe eee ee I Ro en |) 
? oa une? Us be, 2 S Pig eg Me, ae -_ = se 
“he + og ae Ba * eee: ce “SY eee ee ae a ee . 2 ‘ 
‘S a + —_—— oes Bee tee ee Sp. See ee sae i Bremen ce *& 62 j 
te Cre renee ve cae Pe. a set ag a Be MR ee SS 
Tae Vid ae ORS d ; sates ee a a S (fe oe | 
nae oo Bata aie, oe ee fb eee 7 i 
a4 eee ‘ae . ae ee PS So eo ae 7 : | 
Fone pre tag. ie . zz ae a Oe Foe a <a  __—_—_— ; 
ae an er huey ., (-) a a > ae > eth Be y a. ee oe | 
ig ss asa “ee eM Bs es £3 pe . . SAT . 
se ee 4: Bameereote 1 a i a ee nH SS tt a ai ¢ = 
ne ae ORE bie a a Ky th ee pee ne Wiaeies. 
i nae : sas .) ee . = ve “te ieee ee, __— Bee 58 | 
eae Cl AT LIER ‘UFR Bi! on ee . = aaa ee eis ee ie | 
. eee: ma NCB i, ye eee f ae 
pa ey he! agama ’ mae Bays c eu : ees, ~ eee es ewe ae yin Ba ff et 1 
ar eS ee om eae eo a eae —-_ 860g ae 
AF 8 He a a liso ‘* Fa lh ay pees ot SOL. Lager ree oer : ae eee Wid Bg ea a 
eae. pee ae Bo 3 pt ter Se =e Pee eater Ren i = ee 
Si ah Bo ae \ ik apata sie ae van Rn ripe rrorants S51, ", eee 
ay pai eee eae Daal Se Te SS ee, ae hla gt iT ete ae dP Pi Nae ee aor ips ee 
* — Suita & eGo es peas he - ee 
a tt ks ee ety ee 
Boe Peo ee oe! le 
ne 1 erence Meee 26S ero op a 
ee e aa a igh - oe ee ee |. \. . 
iat 1 age Sach aye fa 5 Be ios ce "a 
tes re FS eee ee i 
Sette ; : Dea nO ee ea eps ee ‘7 
ee See : peas . Z a ; 
=. —_ Se eeOOeemEeFesesée oo ae é 
eee en aa —— iy a P 
a os of = AR a : le 
ee” ones . x, ISLAND — . BASIC / 
eS 5 7E_ROCK I al NA 
Bred. i =— ; \> * c/ 3 
‘ a. 
’ : | 
ns we ag } 
” 
: y/ \\ . | 
7 kay | 
; | 
if é Ss° 
: s* | 
a “ sie _ i Cp , = } 
4 “i i 3 - bs “7 = 
4 nuvyv |W i FEW tmwYVvy oe | 
ae | 
He ae 7 aie k be Pe ‘ ; : * “8 hipcai a. * q a as h. “ — : E eT F =e : : sl ; r , 
: tis NTS Dee , cade o ; " 
, a ie ae LY Qs. 
; Cet rd. Ee Fs ; 


6 


— we eS = 


=v a 


rer VS 


' © phew 


Advertising Age, June 17, 1946 


53 New Trustees 
Elected by CED 


in Research Plan 


New York, June 12.—The Com- 
mittee for Economic Development 
has elected 53 new trustees— 
bringing the board’s membership 
to 79—as the first step in a pro- 
gram (AA, May 27) of intensified 
research “on problems bearing on 
the maintenance of high levels of 
production, distribution and em- 
ployment,” Paul E. Hoffman, CED 
chairman, announced last week. 

The trustees, Mr. Hoffman said, 
“are convinced of the urgent need 
for business to develop responsible 
policy recommendations based on 
objective research.” 


Walter E. Fuller, president of 
Curtis Publishing Company, has 
been named chairman of a new 
national CED information com- 
mittee, which will project the find- 
ings of the research and policy 
committee, headed by Ralph E. 
Flanders, chairman of the board, 
Jones & Lamson Machine Com- 
pany. Mr. Fuller is a former 
president of the National Asso- 
ciation of Manufacturers. 

The expanded board of trustees 
will hold its first meeting July 12. 


Weeren Appointed 


G. P. Weeren, since 1930 Anglo- 
American representative of De 
Spaarnestad N.V., Haarlem, Neth- 
erlands publisher, and associated 
companies in Holland and Bel- 
gium, has been appointed Ameri- 
can representative, with offices at 


55 W. 42nd St., New York. De 
Spaarnestad publishes the illus- 
trated weeklies, Panorama, Libelle, 
Katholieke Illustratie and Bea- 
trijs. 


. a ‘ . 
‘Air News’ and ‘Air Tech’ 
Merge as ‘Air Force’ 

Air News and Air Tech will be 
incorporated into one publication, 
Air Force, to become the official 
journal of the Air Force Associa- 
tion, effective with the July issue. 
The new magazine will be pub- 
lished under contract by the Phil- 
lip Andrews Publishing Company, 
New York. 

Individual covers for Air News 
and Air Tech will be included in 
the new publication. About 98% 
of the Air News and Air Tech 
advertisers have transferred their 
space to Air Force, W. E. Simler, 


vice-president and advertising di- 


rector of the publishing company, 
disclosed, 


‘Gift Preview’ Appoints 

Gift Preview, new publication 
of the Preview Publishing Com- 
pany, New York, has appointed 
the following representatives: 
Harry W. Brown, 932 Wrigley 
building, Chicago; Jack Hodges, 
479 S. Holt Ave., Los Angeles, and 
Albert J. Lake, 28 Paul St., 
Watertown, Mass. 


Daily’ Boosts Price 

Women’s Wear Daily has in- 
creased its annual _ subscription 
rate from $7 to $9 and its once- 
a-week subscription price from 
$2 to $3, effective June 1. The in- 
crease was necessitated “by higher 
costs of materials and _ labor,” 
Fairchild Publications, New York, 
announced 


NEXT RADIO WANTED _ 


ferald Tribune Families 


Philco? 


‘Zenith? 


‘Du Mont?” 


Emerson? | 
General Electric? 
— em mf 


Capehart? | 
Pilot? 


Magnavox? 
Stewart-Warner? 
Admiral? 
Motorola? 
Majestic? 
Fada? 
Westinghouse? 


1944 
MODEL ti ° Mfenilies SPECIAL FEATURES = % of families 
who will buy* who will buy* 
FAMILIES WANTING** FAMILIES WANTING** 


e CONSOLES  . . . . « 64.8% e RECORD PLAYER . «Ow Cw 75.1% 
eTABLE MODELS . «. 29.5 om « « » P 53.7 
PORTABLES . . 17.5 © TELEVISION 30.1 > 
MAKES PREFERRED 
CONSOLE TABLE MODEL PORTABLE 

% of makes %o of makes % of makes 
Rank—Firsté mentioned Rank—First6 mentioned Rank—Firsté mentioned 
1. PHILCO . . 199.0% 1. PHILCO . . . 270% 1. PHILCO . . . 306% 
2. RCA-VICTOR . . 188 2. EMERSON . . W7 2. EMERSON. . . 27.4 
3. STR.-CARLSON . 16.6 3. RCA-VICTOR . . 16.4 3. RCA-VICTOR . . 12.1 
4. GEN. ELECTRIC . 9.7 4. GEN. ELECTRIC. 11.6 4. GEN. ELECTRIC . 8.9 


5. CAPEHART. . . 6.7 5. STR.-CARLSON . 4.8 5. ZENITH... 8D 


6. 7ENITH ww 4S 6. ZENITH 5. 48 6.PpuLOT. 5 2 2 . 32 
OTHERS . . . 247 OTHERS . . 17.7 OTHERS . . 8.9 
100.0 100.0 100.0 


* 59.5% of Herald Tribune families are planning to buy radios in the first year of 
normal production. 
** Models and special features wanted total more than 100% as some familie: 
indicated more than one. 


Herald: EEE 


Are most radio buying plans dream puffs which won't stand 
the winds of reality? You need solid background facts to judge. 

We have them for the New York Herald Tribune part of the 
market packed into the Continuing Home Study. Our readers’ 
earning, spending, working and living habits, possessions and 
plans are all here. So accurately that for years, advertising 
allocations by New York's top retailers have been based 
on them. 

In the fourth edition, 60% of our families intend to buy one or 
more radios within the first year of normal production—two- 
thirds of them consoles. We know that's no dream because 
nearly every family in our readership owns at least one radio 
and 40% have 3 or more for an average of 2.5 sets per 
family. What's more, one-third have radios in bad condition 
calling for replacement. 

You see, there is not much question that Herald Tribune fam- 
ilies will buy radios according to plan. The question is which 
makes will they buy ? You can plan your influence on the answer 
by studying the 
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NEW YORK 


-Tribune ” 


CONTINUING HOME STUDY 


ask for samples if you use only an occasional stock 
photo. You will not be interested in EYE* 
CATCHERS. 


—if you want to illustrate all of your ads to stop 
readers QUICKLY— 

—if you want every promotion to register and cut . 
through reader indifference with razor sharpness— 
—if you like fast cooperation in helping you over 
the tough places in your job— 


if you are spendthrift enough to invest $6 a month 
in an EYE*CATCHER membership that helps you 
to profitably cash in on a collection of some 10,000 
outstanding sales promotion photos (which is being 
added to at the rate of 100 new subjects monthly). 


CLIP AD TO LETTER-HEAD 


eae ee eS eS eS eS eee ee 


1 FREE!... mail this now! ! 


I EYEXCATCHERS, Inc. 10 E. 38th St., N.Y. 16 ; 
i Please send FREE proofbook referred to in ad, 
No obligations. | 
( 
I DOI s ie 66 60.0:0:55.60060000 00609000000008000066 t ; 
RINE: cdc amansaiantneibebbaateeneen t | 
i GI co ce cccvescesescsscocvees State. ..ccccccece | : 
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Chanel Perfumes 
Held ‘Inferior’ 
by Mlle. Chanel 


Paris, June 5.—Mlle. Gabrielle 
Chanel has filed suit with the 
Seine Tribunal of Commerce 
against Les Parfums Chanel, par- 
ent company of a large perfume 
group, charging, among other 
things, that it has put out prod- 
ucts of “inferior quality.” 

The suit asks that the French 
parent company be ordered to 
cease manufacture and sale of all 
products bearing the Chanel name, 
and to restore to her the owner- 
ship and sole rights over the prod- 
ucts, formulae and manufacturing 
process. 

Mlle. Chanel charges that Pierre 
and Paul Wertheimer, with whom 
she formed Les Parfums Chanel in 
1924, “caused Les Parfums Chanel 
Company to cede exploitation li- 
censes to subsidiary firms or 
agents of Bourjois.” She describes 
the Wertheimers as owners of the 
Bourjois perfume interest and ma- 
jority stockholders of Parfums 
Chanel. Pierre Wertheimer is 
listed as president of both Chanel, 
Inc., and Bourjois, Inc., 35 W. 34 
St., New York, and Paul Wer- 
theimer is listed as chairman of 
the board of Bourjois. The Wer- 
theimers, now said to be in the 
United States, were not named as 
defendants. 


Opening Move for Control 


The complaint stated that in 
1934 Mlle. Chanel was removed as 
president of the firm, in which she 
had a 10% interest, and that in 
1935 Les Parfums Chanel began to 
cede its rights to subsidiaries and 
to Bourjois. Mlle. Chanel hailed 
the suit as the opening move for 
control of about a dozen national 
holding companies and many sub- 
sidiaries of the company, doing 
what she estimated as an $8,000,- 


‘000 annual business, half of it in 


the United States. This volume 
would be second only to that of 
Coty. The Bourjois company also 
manufactures, among others, the 
Evening in Paris and Barbara 
Gould lines. 


Eureka Goes National 


For the first time, the stationery 
division of Eureka Specialty Print- 
ing Company, New York, is plan- 
ning to use national publications 
to advertise its products. Eureka’s 
special canning label program, 
keyed for the needs of the sum- 
mer canning season, will’ appear 
in Capper’s Farmer, Grit and 
Super Market Merchandising. Ads 
for the Eureka dark room label 
book will be run in Popular Pho- 
tography and Photographic Trade 
News. Other business papers are 
also scheduled for the program. 
Reiss Advertising, New York, 
handles the account. 


‘Instant Sanka’ Debuts 


Supported by newspaper space 
and radio time in the Chicago area, 
the new Instant Sanka, marketed 
by General Foods Sales Company, 
New York, has been introduced 
in one-cup envelopes for insti- 
tutional trade. Convenient dis- 
penser cartons are also offered 
which may be set up near hot 
water urns or hot plates in tea- 
rooms or cafeterias. Instant Sanka 
advertising is handled by Young 
& Rubicam, New York. 


in the 
Central 
West 
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Prestile Names Frankel 


Jones Frankel Company, Chi- 
cago, has been appointed to handle 
the advertising of Prestile Mfg. 
Company, Chicago, fabricator of 
Prestile tileboard. Magazines, busi- 
— papers and direct mail will be 
used. 


Central Paper Elects 


J. Ward Hartke, for eight years 
a director of Central Paper Com- 
pany, Muskegon, Mich., has been 
elected vice-president and treas- 
urer. 


Salsbury Appointed 


David M. Salsbury, formerly 
vice-president and general man- 
ager, has been appointed execu- 
tive vice-president of Westing- 
house Electric Supply Company, 
New York. 


Rate Rise Announced 


Base rates of $200 per page (12 
time rate) have been increased to 
$250, effective July 1, by Indus- 
trial Bulletin, Chicago. A 5,000 
increase in circulation, to 30,000, 
was effected in January. 


Trav-el-awn Campaigns 

Copy in American Home, Better 
Homes & Gardens, Life, Sunset 
and additional magazines is sched- 
uled for Trav-el-awn, self-pro- 
pelling automatic lawn sprinkler 
made by Stansen Corporation, 
Chicago. It was introduced about 
three months ago. 


Appoints Sullivan 

Willys New England, Boston, 
has appointed Daniel F. Sullivan 
Company, Boston, to handle its 
account. 
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‘Paper Year Book’ Out 


Davidson Publishing Company, 
Chicago, has published the 1946 
edition of Paper Year Book. The 
book, which sells at $7.50, con- 
tains 532 pages of information on 
more than 1,000 kinds of paper 
and allied products. 


Perry Heads Adclub 


N. Roy Perry, Maclean-Hunter 
Publishing Company, Toronto, has 
been elected president of the Ad- 
vertising and Sales Club of To- 
ronto. 
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MARKET INCOME 


Above: Some of the reasons why the gross income of 
the Inland Empire has reached a cool Billion Dollars 
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MacLaren Names Payne 


Norman Payne, formerly adver- 
tising manager of Donovan Pub- 
lications, Toronto, has been ap- 
pointed assistant account execu- 
tive in the Toronto office of Mac- 
Laren Advertising Company. 


Ames Appoints Loudon 


Henry A. Loudon, Advertising, 
New York and Boston, has been 
appointed to handle the advertis- 
ing of B. C. Ames Company, Wal- 
tham, Mass., manufacturer of dial 
indicators. 
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United Wallpaper 
Announces Varlar; 
Expands Plants 


New York, June 11.—United 
Wallpaper, Inc., showed what it 
has planned for the peacetime 
decorating business here recently. 
with heaviest accent on Varlar, 
product of Varlon, Inc., a sub- 
sidiary. Varlar is a built-up plastic 
wall covering, comes in patterns 
like wallpaper, and is stainless and 


washable. 

While heavy emphasis was laid 
on the product’s application to the 
home, United Wallpaper officials 
said privately they believed it 
would be more popular in institu- 
tions, and it is principally the in- 
stitutional market, notably hotels, 
which the company hopes to crack 
with Varlar (AA, May 6). 


Wallpaper Resembling Fabric 


The company also announced, 
to an audience of fashion, interior 
decorating and housing editors, a 


new line of wallpaper, some of 
which is printed to resemble fab- 
rics. 

The company’s president, Wil- 
liam Yates, told the group that it 
expects to expand sharply, now 
that wartime restrictions have 
been removed. The company is 
now building a $2,000,000 plant in 
Aurora, Ill., he said, which when 
completed will be the largest wall 
paper manufacturing plant in the 
country. Also under way, he re- 
ported, is another plant in Apple- 
ton, Wis. - United Wallpaper al- 


A COOL BILLION 


GROSS INCOME OF THE SPOKANE MARKET 
AUTHORITATIVELY PLACED AT $1,052,518,000 


Sensational developments came to Spokane and the Inland Empire as 
a result of the war. World demand created high prices for the district's 
metals, lumber and farm products. 
1941, Niagaras of cheap power were available to turn the wheels of war 
industries. New payrolls were created. Spendable income zoomed to 
higher and higher levels. According to Sales Management's Annual Sur- 
vey of Buying Power, the 36 counties included in the Spokane Market had 
a combined Gross Effective Income of $1,052,518,000 in 1945---a Billion 
Dollars, with $52,518,000 to spare. Retail Sales for the Area in 1945 were 


THE SPOKANE MARKET 


$572,897 ,000. 


on the road to ever bigger things in Spo- 
kane and Its Inland Empire, the great and 
growing market in which The Spokesman- 
Review and Daily Chronicle give dom- 
inating circulation and tremendous Sales 


influence. 


MORNING 


With Grand Coulee completed in 


BRITISH —a 


a palate OS 


The Billion Dollar mark is a milestone 2 
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HEART OF THE PACIFIC NORTHWEST 


THE SPOKESMAN-REVIEW 


SUNDAY 


pokane Daily Chronicle 


EVENING 


SPOKANE, WASHINGTON 
COMBINED CIRCULATION OVER 130,000—81.24% UNDUPLICATED 


Advertising Representatives: John B. Woodward, Inc., New York, Chicago, Detroit, Los Angeles, San Francisco 
Color Representatives SUNDAY SPOKESMAN-REVIEW Comic Sections: Metropolitan Group 
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ready produces some 30% of the 
wallpaper made, and is the lead- 
ing company in the field. 

Mr. Yates also reported that the 
company’s Trimz ready-pasted 
wallpapers, which permit applica- 
tion by wetting the prepasted sur- 
face, have proved far better sell- 
ers than originally thought, and 
that the line is being expanded to 
include (1) a line of paper drapes, 
(2) a line of cedar-like closet 
liners (already on the market), 
and (3) a line of ceiling papers 
impregnated with DDT. Company 
salesmen assured the editors that 
the DDT had remarkable staying 
powers, and would still be killing 
flies two years after its original 
application. 


Sterling Buys Breon; 
Gets Bile Salts 


Sterling Drug, Inc., New York, 
has acquired George’ A. Breon & 
Co., Kansas City manufacturer of 
pharmaceutical specialties, adding 
bile salts and parenteral products 
to its line, 

The Breon concern, organized 
originally as a partnership, will 
operate under the general super- 
vision of Dr. J. Mark Hiebert, 
Sterling vice-president and gen- 
eral manager of its Frederick 
Stearns & Co. division, Detroit, 
with J. Gil Jordan, assistant sec- 
retary of Winthrop Chemical Com- 
pany, a Sterling subsidiary, re- 
maining in Kansas City as repre- 
sentative of Sterling management. 


Hursh Joins ‘This Week’ 


Hal Hursh, formerly with Tracy- 
Locke Company, Dallas, has joined 
the sales staff of This Week Maga- 
zine’s Detroit office. 


Plan Rubber Mat Drive 


G. E. Brinkman Corporation, 
Windsor, Conn., maker of rubber 
mats, plans to use copy in busi- 
ness papers. Hammer Advertising 
Agency, Hartford, handles the ac- 
count. 


Folks here 
prefer the NBC 
programs — 
and local 
features with 
the best 


showmanship 


ee = 
Ss | | 
a a 
ee —— | 
; | 
aa aa ors ik | SAG AUMRE RTS * i DRagatal RAMEN As IN aOR EN NR EEE IRN PRE NE REE | 
ee 
| : 
. | 
| ee 
___— «gg 
| 
ld 
ee | 
t 
Sarg. SPOKANE! = ‘ ON eae | 
| weoua 7s i“ d ‘ ff t: | 
| > WASHINGTON, \™==- Y ‘dairrerent te 
ZS 7g as. aS eS gare Gee a oe ee . 
PORTLAND Sw 25 ae % Ae ial ! 
Ai : | 
OREGON =. IDAHO - 
“Ze BOISE 
| rs | 
a | | 
| 
| on 
SS 
s a 
Se - — 
a fen sat Lake Cy 
ee ; Dates NOE tien | 


J 


— - 
Pe cael 


ce: 


48 


WER tewvilice cube ¢ ment mock Topo thr evening 


at oe 
SPAM -w macaroni voar 
2 iether peeongenthay 


PS YOUU. USE HORMEL Contes COM CARNES Eve: ybedy Mes the te wey Hormel motes &, 
brcenae Moreel ChRt in ddtereae, Youll Hee #, to OGUBUE TOUR MONEY SACE ¢ YOU DoArt 


HUNGRY?—Geo. A. Hormel & Co., 

Austin, Minn., features the versatility 

of Spam in this half page, which ap- 

peared in full color in the May 26 issue 
of This Week Magazine. 


Places Shontex Copy 


Consistent rotogravure copy in 
the Sunday Chicago Tribune and 
four-color full-page ads in the 
Saturday Home Magazine of the 
Chicago Herald-American, plus 
copy in Pacific Coast papers dur- 
ing June and July, will be placed 
for the Shontex Company, maker 
of hair preparations, Santa Monica, 
Cal., by Barton A. Stebbins Ad- 
vertising Agency, Los Angeles. 
The agency is also handling the 
Fulton Lewis Jr. radio program 
for Shontex over KHJ-Don Lee 
Broadcasting Company, Los An- 
geles. 


2 Name Deutsch & Shea 


Skillcraft Plastics Company, 
New York manufacturer of Liv- 
ingston all-plastic playing cards, 
and Rock-a-by Diaper Service, 
Inc., Pittsfield, Mass., have ap- 
pointed Deutsch & Shea Adver- 
tising Agency, New York. The 
playing card campaign will run in 
national magazines, newspapers 
and business papers, and_ the 
diaper drive will include spot 
radio and newspapers. 


Heads Carter-Galantin 


Henry Einzig, for the past 12 
years associated with Stemar 
Company, Chicago, has been 
elected president of Carter-Galan- 
tin, Los Angeles, designer and 
producer of point-of-purchase ma- 
terial and 24-sheet posters. He 
will also represent Stemar on the 
Pacific Coast. Charles E. Forsberg 
succeeds Mr. Einzig at Stemar. 


THE PAST IS GONE 
WE FACE TODAY! 


Since 1907 The Sheboygan 
Press has served Sheboygan 
with forward-looking policies, 
resulting today in a net paid 
concentrated circulation of 
23,197 ABC which is building 
record sales for advertisers. 
This Wisconsin market must 
be sold from here. 


Express Trucks Carry 
Ads Despite Ordinance 


Trucks of the Railway Express 
Agency, Inc., in Hartford, Conn., 
will continue to carry advertising 
on their sides despite a Hartford 


| city ordinance forbidding “adver- 


tising vehicles.” 

The ruling was made by Judge 
A. A. Ribicoff when he declared 
that a general agent and a driver 
for the express agency were not 
guilty of violating provisions of 
the ordinance. 


PM Advertises 


PM, Marshall Field’s adless New 
York tabloid, placed paid copy 
ranging from 100 to 300 lines, one 
column in width, in the June 1-3 
weekend editions of the New York 
Herald Tribune and Times, Brook- 
lyn Eagle and Bronx Home News 


to advertise the beginning in PM 
of a digested, instalment version of 
“Top Secret,’ new book by PM 
Editor Ralph Ingersoll. 


Adopts New Trademark 


A new trademark incorporating 
a large letter “E’’ inside an oval 
to designate the brand name “Oval 
E,” has been designed for Carter 
Oil Company, Billings, Mont., to 
be used for products previously 
sold under seven different brand 
names. The change will affect the 
trade names of gasoline, fuel oils 
and lubricants sold in nine west- 
ern states. 


Joins NATA 


National Transitads, Inc., Chi- 
cago, has joined the National As- 
sociation of Transportation Adver- 
tising, raising NATA membership 
to 32. 


Louisiana Yams 
Campaign to Start 
in Mid-July 

New Orleans, June 12.—The 
Louisiana sweet potato industry 
will begin its first national adver- 
tising and publicity campaign in 
mid-July, working from an initial 
budget of $100,000. The promo- 
tional budget is based on a two- 
cent-per-bushel contribution. 

Present promotion plans hinge 
on a six months’ newspaper cam- 
paign in major yam_ terminal 
markets, in which full-color pages 
and black and white space will be 
used. Otherwise, promotion will 
consist of a business paper cam- 
paign, a direct mail drive aimed 
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at the trade and publicity featur- 
ing sweet potato recipes, as well 
as display material and recipe 
folders. 

Fitzgerald Advertising Agency 
handles the account. 


Cooper & Crowe Formed 


A new agency, Cooper & Crowe, - 


Salt Lake City, has been formed 
by two returned veterans, David 
D. Cooper and Gordon Crowe. The 
agency will handle all media with 
emphasis on radio shows and radio 
advertising. 


Parsons Appointed 


Robert Parsons, acting director 
of WMBI and WDLM, Chicago sta- 
tions owned by the Moody Bible 
Institute, has been appointed di- 
rector of the two stations, suc- 
ceeding Wendell P. Loveless. 
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a Expands Tapron Drive {Hanley Brewery Shifts Sunset Appoints Fried Bored with Board? |°3"2. Peg se pinned a 2 | 
e Midland Fabrics Corporation, The James Hanley Company, Sunset Venetian Blinds, Oak- te in a similar study in 1938, legal : 
New York, will expand a maga-| Providence, which claims to be/|land, has appointed Ad Fried Ad- Survey Discloses men represent the third pasate 6 
zine advertising campaign for |New England’s largest ale brewery, | vertising Agency, Oakland. A Pa- 1 : L pop- : 
v Tapron, upholstery fabric, already | has shifted its account from Har-| cific Coast test campaign for 300 Directors’ Status ular source of director timber. 
appearing in House Beautiful and|old Cabot & Co., Boston, to|dealers will include radio, direct Fees paid to directors are in- 
House & Garden, to American|Brisacher, Van Norden & Staff,|mail, dealer helps, and ads in New York, June 12.—From the | CTe@Sing but are “still far from 
Home, Better Homes & Gardens, |New York. Sunset Magazine and trade pub- : pie princely,” the survey notes, with 
| Good Housekeeping, Ladies’ Home ———_- lications. reports of 535 corporations, the |. average of $50 per meeting— 
ec, - — ’ : cosmpmsinmenmsmminesite National Industrial Conference : , , 
d Journal, McCall’s and Women’s | Landau Names McGivena ~ ; .,.| Which compares with $20 in 1938. 
d Home Companion, beginning with ;|Names Midland Agency |Board has compiled a composite} salaries for directors are growing. 
August issues. Marcel Schulhoff|. Max Landau & Co., importer o , picture of the company director,| with many in the $1 000-$3,000 
le & Co.. New York. is the agen jewelry and Swiss watches, has| Roosevelt Chair & Supply Com- whe te i otk Ge aes ane y ; , , ; 
h o., New , 1S gency. appointed L. E. McGivena & Co.,| pany, Chicago maker of wheel ’ 7 ’ bracket. The top director’s salary ‘ 
io be arnt aay New York, as merchandising coun- | chairs, has named Midland Adver-| What he does for his money. was $12,500. The Tontine system, 
Ads Welcome M.D.s Home |*@! ‘© @ssist in the marketing of tising Agency, Chicago, to handle An average board of directors,| under which a fixed sum is di- } 
, ee eee Landau watches and the styling|its advertising. National maga-|the survey indicates, is likely to| vided by the directors present at 
Space in British Columbia news- | of new lines. zines, newspapers and direct mail|/have either seven or nine mem- any particular meeting, is on the ' 
- a+ agp Peg Magners. used by peer Col- ee will be used. bers, and is normally nearly half| wane the survey says E ' 
lege 0 ysicians and Surgeons aa cannes agnenened composed of full-time officers of : a 
“ of British Columbia to welcome | Names Moore & Hamm Saline Celene Be Fee ae. Wit et Ieocr oe | ,. Most boards of directors meet 
le home medical men returning to Moore & Hamm, New York, has o1ns an ess : b Po ry + khold n . ‘ from 10 to 12 times a year, the 
= civilian practice from the armed | been appointed to handle the ad-| The Inland Daily Press Associa- | SUDStantiat stockholder who 1s not | survey reports, and in nearly half 
c= forces. O’Brien Gourlay Ltd.,| vertising of Stickney & Poor Spice|tion has elected the Recorder,|an officer. The weight of bankers | the companies reporting the board - 
Vancouver, is the agency. Company, Boston. Albion, Mich., to membership. on boards is diminishing, with in-|haq no chairman. The average 
_ tenure of a director runs between 
five and nine years. 

Professional directors were dis- 
approved by nearly 85% of the 
executives answering the question- 
naire, although several noted i 
casually that directors might well 2 
benefit from serving on the boards t 
of other, non-competitive com- I 
panies. What do directors do? ; 
The .survey says that in a sub- j 
stantial majority of cases, the j 
board: (1) selects the president ’ 
and other top executives; (2) sets 
the president’s and others’ sal- i 

aries; (3) appropriates sizable a 
b sums for new products, and (4) { 
selects auditors. 
he ) 
é . . 
o Signal Oil Opens Drive t 
Be Introduction of the new Signal | 
Premium motor oil made by Sig- 
nal Oil Company, Los Angeles, ‘ 
will include color ads in The ‘ 
. American Weekly, Metro Pacific : 
yy Group, Pictorial Review and Sun- 
- Y set Magazine. Black-and-white ads t 
Yj in daily papers are also scheduled. 
YY, Barton A. Stebbins Advertising i 
YY Agency, Los Angeles, handles the 
Uy account, ' 
ig ee ' 
G Perfex Places Co 
Be ; 
a Perfex Corporation, Milwaukee, F 
4 o —N S maker of controls and instruments } 
RUUEA OMUN eee Z for automatic heating equipment, 
' has launched a business paper 
: e campaign promoting its new four- 
point control system. Following 
; 7 F a two-color spread in several heat- ‘ 
Fine pictures aren’t peddled from Sunday papers—Metropolitan Group, Metropolitan Group Gravure with ing publications, full pages in two ; 
pushcarts, or objets d’art offered for sale | The National Newspaper Network. 13,000,000 circulation, goes to more ee eg ad B.A "?R. 
on outdoor stands. Inthis great picture gallery,Gravure than one-third of all the homes in Abramson Advertising Agency, : 
, . . es i ae —tn ae | k h Milwaukee, handles the account. { 
Because the art gallery is their best _ gives advertising a distinctive and HAE. the national market, reaches pr re tacsmlas 
sales medium, affords a proper setting, | unique presentation. Largely 7 7, )\ halfthe families in hundreds Caldwell Names Agency ; 
where each picture gets adequate display _ illustration in content, almost Ss | sl of important urban markets. 7 Coe, Ses, Kent, : 9, 
_ and undistracted attention from people all eye appeal, easy to perceive, eK Ie MG Gravure is flexible, > & + Fatiocen, Che datas 4 & 
_ interested in art. effortless enjoyment, the Gravure —_ too. Lists can be selected handle eevee, 4 for . ight 
. el : . wheel toy for children of ei 
Advertising works better in a gallery, picture section is of almost universal to match the market patterns, selling months 4 three years of age. 
too, with a favorable setting, and aus- interest without regard to age, sex, seasons, sectional sales. Gravure gets General sna, sone — ! 
picious presentation. For though you sophistication or social status... is trade cooperation from corner grocery used. 
buy media and audiences by the millions _ read regularly by 90% of the people _ to major department stores. : 
; Rey 
... advertisements work individually, | who buy or see Sunday newspapers, ELEMENTARY 
and only on individuals. Effective shows the merchandise well, suggests A private showing in this great 
advertising is always a private showing. (> ig subtly ...and furnishes Sundaypicture gallery can be arranged ‘ 
> ae. bi z ‘ 
i, Whig a most favorable private for as little as $231 or as much as ) 
WG on. 8 ° : 
The largest national gallery for 4 ote Se showing for every one of —_ $35,000 per exhibit. Ask for details at 
advertising is the Gravure picture ( \ —y\(7 87 = ~— the advertiser’s products any MG office—New York, Chicago, 
section of twenty-five leading Ns eo or services! Detroit, San Francisco. 
Oil in the ground keeps a special- 
ized group of petroleum people busy 
getting it out . . . produced, in other 
words. The O11 WEEKLY is special- 
ized for this group of producers. 
dr AWMre Oil that goes to market in a variéty 
0 an KOU K of guises keeps another specialized 
group of petroleum people busy get- 
THE NATIONAL NEWSPAPER NETWORK ting it processed . . . in short, refined. 
PETROLEUM REFINER is specialized 


for this group of refiners. 


Atlanta Journal Chicago Tribune Detroit News Philadelphia Inquirer St. Paul Pioneer Press 


If you are looking for top coverage 


Baltimore Sun Cincinnati Enquirer Los Angeles Times Pittsburgh Press Seattle Times of either of these —— — 
Boston Globe Cleveland Plain Dealer Milwaukee Journal Providence Journal Springfield Union & Republican Pg —— rey pete a 
Boston Herald Des Moines Register Minneapolis Tribune — St. Louis Globe-Democrat Syracuse Post-Standard ; 
Buffalo Courier-Express Detroit Free Press New York News St. Louis Post-Dispatch Washington Star The Gulf Publishing Company 


New York 
Tulsa 


Cleveland 


; | Houston ) 
. Los Angeles i 


Chicago 
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IBM Promotes Douglas 


Edward M. Douglas, executive 
assistant, International Business 
Machines Corporation, New York, 
has been promoted to vice-presi- 
dent. He has been connected with 
IBM for more than 20 years in 
various sales, sales management 
and executive capacities. 


American Chain Elects 


W. F. Wheeler has been elected 
president of American Chain & 
Cable Company, Bridgeport, Conn., 
succeeding the late William T. 
Morris. Cyrus F. Johns succeeds 
Mr. Wheeler as executive vice- 
president. 


Start New Agency 

Bodine & Meissner Advertising, 
Los Angeles agency, has been 
formed by Edward A. Bodine, for- 


merly with the McCarty Com- 
pany, Los Angeles, and Dick H. 
Meissner, naval veteran, formerly 
with the mechanical rubber goods 
division, U. S. Rubber Company, 
New York. The new agency will 
handle both industrial and con- 
sumer accounts. 


Robert Rankin Promoted 


Robert A. Rankin, formerly as- 
sistant manager of the Diesel en- 
gine division for Chicago Pneu- 
matic Tool Company, New York, 
has been appointed sales manager 
of the division, succeeding H. W. 
Buker, who has retired. 


Changes Name 


Stockholders of Anchor Post 
Fence Company, Baltimore, have 
voted to change the company name 
to Anchor Post Products, Inc. 


Two primary techniques are be- 
ing used in the current tests for 
Trim, new Pepsodent hair tonic. 
In Spokane and Utica the test 
effort features a two-for-one sale, 
while in South Bend and Harris- 
burg, where the product is also 
testing, the big feature is a house- 
to-house sampling effort, along 
with a coupon good for 25 cents 
against the purchase of any size 
bottle. 

Interesting angle of the sampling 
test is that each family gets a 
bottle, so that when two or more 
family units are domiciled to- 
gether, a sample goes to each. One 


sidelight should be some highly 
interesting figures on doubling and 
tripling up of families. 

cg K * 

Despite wartime materials short- 
ages and the postwar shortage of 
flour, and wartime reduction in 
number of items in its line from 
more than 1,000 to less than 100, 
the sales volume of Sunshine Bis- 
cuits, Inc., (formerly Loose-Wiles) 
currently is two and a half times 
as large as it was before Pearl 
Harbor. 

Several of Sunshine’s flour mills 
already have closed and the rest 
are due to close in June. But 
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“come hell or high water,’ the 
company hopes to maintain sales 
volume. 

All biscuit companies were 
gloomy about future prospects. 
One official complained that “it’s 
hell to be put in the position of 
snatching bread from the mouths 
of women and babes, but if this 
thing doesn’t smooth out we'll 
have to close down completely.” 

Both Sunshine and National Bis- 
cuit said that they “hope to main- 
tain” advertising volume, and both 
have high hopes of a record grain 
crop. If they have to cut, news- 
papers will catch the first clip, 
magazines and radio following as 
dates permit cancellation. 

* * * 

French advertising men are be- 
ginning to hear the economic hoof- 
beats of U. S. advertising agencies 
thundering in the wake of the 
Franco-American loan and credit 
agreement. Bernard de Plas, 
chairman of the French Advertis- 
ing Association, says, somewhat 
sadly, that there is a “serious pos- 
sibility” that American agencies 
will endeavor to set up Paris of- 
fices. The French, he hopes, will 
not be “inconvenienced” provided 
the U. S. agencies accept the pro- 
visions of the rules set up by the 
French advertising group. So far 
the rules remain undisclosed. 

Volume of advertising will de- 
pend primarily on the types of 
goods available, which will prob- 
ably be principally shoes and tex- 
tiles although food, too, is ex- 
pected to play a strong part. 

French film producers and di- 
rectors who are hoping to build up 
an important national film indus- 
try will undoubtedly howl at the 
increased number of U. S. movies 
expected in France, which are ex- 
pected to cause a decided drop in 
the market for French films. 

* * * 

Sears, Roebuck & Co. is discus- 
sing possibilities with “one or two” 
sources concerning a complete new 
system of handling its mailing lists. 
Although still in a “very elemen- 
tary stage,” similar moves are be- 
ing considered by other mail order 
companies. A Sears official, asked 
if rumors were true that the 
change, if effected, might cost $2,- 
000,000, said it wouldn’t cost “any- 
thing like that.” 

“There’s nothing definite yet,” 
he added. 

The Coca-Cola Company is 
carrying on a campaign to realign 
its soda fountain market by an- 
nouncing its heat-treated glass and 
fountain dispenser in business pa- 
per advertising. Actually, the 
sugar shortage is still keeping 
Coca-Cola’s fountain supply far 
short of demand, while manufac- 
turing difficulties make delivery 
date of dispensers and glasses un- 
certain. However, the company 
chose to keep the product before 
soda fountain operators by tying 
in its new accessories rather than 
by using straight institutional 
copy. 


Company Re-named 


Fry, Lawson & Co., Chicago and 
New York consulting management 
engineers, has been incorporated 
under the name of George Fry & 
Associates. Officers of the or- 
ganization are: George Fry, chair- 
man; Thomas A. Harwood, presi- 
dent; William J. Biehl, Robert F. 
Dick and George N. Saum, vice- 
presidents, and A. Werner Lawson, 
secretary-treasurer. 


Magazine Group Elects 

The New York State Magazine 
Representatives Club has elected 
E. N. Rowell, Fawcett Women’s 
Group, president; Edward Barlov, 
Look, vice-president, and Kenneth 
Wright, Household Magazine, sec- 
retary-treasurer. 


Schendel Joins Federal 
Stan Schendel, formerly creative 


|director of J. M. Hickerson, Inc., 


has joined the copy staff of Fed- 
eral Advertising Agency, New 
York. 
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Western States’ 
Third Marketing 
Study Published 


San Francisco, June 11.—As a 
background for market planning 
for the postwar era in the West, 
representative studies of western 
industries and their problems have 
been combined in “Marketing in 
the West,” the third marketing 
study of western economic factors 
to be sponsored by the Pacific Ad- 
vertising Association. 

Directed primarily at business 
men planning for the western 
markets, it is also intended as an 
up-to-date guide for returning ser- 
vicemen who want to enter busi- 
ness. Published by Ronald Press 
Company, New York, “Marketing 
in the West” was edited by Nathan- 
ael H. Engle, director, bureau of 
business research, College of Eco- 
nomics and Business, University of 
Washington, Seattle. 

Its 23 chapters were written by 
proriinent educators of western 
schools, western business execu- 
tives and one government regional 
business consultant. It also in- 
cludes a chapter on Canadian post- 
war marketing problems, by E. H. 
Morrow, head of the department of 
commerce, University of British 
Columbia, Vancouver. 


Future Volume Discussed 


Discussed in the book are mar- 
keting problems of western manu- 
facturers, distribution of western 
lumber products, petroleum distri- 
bution, food and dairy products 
marketing, advertising influence in 
the West, research facilities, whole- 
saling and supermarkets in the 
West. The book also presents a 
discussion of what western states 
can expect in coming volumes of 
manufacturing and employment. 

The study was begun early in 
the summer of 1945 and has been 
completed since V-J Day. It sup- 
plements the previous two studies 
sponsored by the PAA, “How the 
War Is Changing Pacific Area 
Markets” and “Products the West 
Can Produce and Advertising’s 
Part in Marketing Them.” 


Buys Video Time 


One of NBC’s oldest television | 


clients, Firestone Tire & Rubber 
Company, Akron, is sponsoring a 
new series of weekly vocational 
guidance films entitled “Your Life 
Work” on NBC’s WNBT, New 
York, Mondays at 8 p.m. The con- 
tract, for 32 weeks, was signed 
through Sweeney & James Com- 
pany, Cleveland. 


Publishers to Meet 


The Pennsylvania Newspaper 
Publishers’ Association advertis- 
ing conference will meet at the 
Penn Harris Hotel, Harrisburg, 
June 21-22. The association’s an- 
nual convention will be held at the 
same hotel, Oct. 4-5. 


QUERES. Sa 


Made from your own mate- 
rial or produced for you. 


Increase the effectiveness 
of your advertising, sales 
promotion, training and 
educational programs with 
QUAKER SLIDE FILMS. 


Complete planning and pro- 
duction service at reasonable 
cost. Write for complete details. 


SOUND OR SILENT 


ee - = —= 


Runs Bread Ration Ad 


Continental Baking Company 
last week ran one-shot, 1,000-line 
copy in 114 newspapers in its 
markets, advocating self-rationing 
of bread at home, so that ship- 
ments may be made abroad. Ted 
Bates, Inc., is the agency. 


Returns to Don Lee 

Ed Kemble has returned from 
the Marines to the Don Lee Net- 
work, Los Angeles, in the newly 
created post of sales service man- 
ager. 


a ’ 
Good House’ Moves 
Ralph Brett, Pacific Coast ad- 
vertising manager for Good House- 
keeping, is moving to new offices 
at 1709 W. 8th St., Los Angeles. 
San Francisco service office will 
be maintained in the Monadnock 
building. 


Sentry Names Kemmerrer 
Kemmerrer, Inc., Hollywood 
agency, has been appointed to 
handle the advertising of Sentry 
or Corporation, Inglewood, 
al. 
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Appoints Zukauskas 
Herbert J. Zukauskas, formerly 
assistant advertising manager and 
public relations director of H. K. 
Porter Company, has been ap- 
pointed public relations and ad- 
vertising manager of Beckwith 
Machinery Company, Pittsburgh. 


Buys Nielsen Service 
Eversharp, Inc., Chicago, has 
become the 52nd Nielsen Radio 
Index client. The Biow Company, 
Eversharp’s agency, has_ also 
signed a contract with Nielsen. 


Cover Catholic 
Schools, Churches, 
and Institutions 


135 W. WELLS ST., MILWAUKEE 3, WIS. 


QUAKER 


PHOTO SERVICE 


914 WALNUT ST « PHILADELPHIA - PA | 


Represented by: O 
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‘MARA & -ORMSBEE, 
OME gt: oe a Be eae es Lhe Vesnel 


, /- 


Figures say Seattle has over half a mil-  — 
lion population. Sales say Seattle is 

_ larger than more populous cities! Seattle ” 
is a great city . . . among the first 15 


-markets.in America. 


‘Try the “Trip Test.” Discover this new, 
-. rich, responsive market. for your product — 
or service. It will pay in both profits and 
pleasure. Visit Seattle ... see for yourself. 


‘The SEATTLE TIMES 


“newspaper in this top- flight American 
market. It reaches nearly all Seattle 
homes — by all odds the No. 1 advertis- 


ing medium in Seattle. 


a SEATTLE 


INC.. «° NEW YORK’ * CHICAGO + DETROIT + LOS ANGELES * SAN FRANCISCO 
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West Coast Agency 
Poll Favors Video 
Programs by Nets 


Two-Thirds Will | 
Depend on Stations, 


ABC Study Shows | 


mn 


Hollywood, June 11.— Two of 
every three West Coast advertis- 
ing agencies considering the future | 
use of television hope to use net-| 
work and station production de- | 
partments, according to a survey | 
of 75 leading agencies just com- 
pleted by the American Broad- 
casting Company. 

Announced by Don Searle, net- | 
work vice-president in charge of | 
West Coast operations, the survey | 
covers both the Los Angeles and 
San Francisco areas, and reveals | 
43% of the agencies as “enthusi- | 
astic” about television and only | 
8% “not particularly interested.” | 

| 


Paul B. Mowrey, national direc- 
tor of television for ABC, declared | 
that the network, while ready to 
produce any and all types of tele- 
vision shows for clients, is also 
willing and ready to cooperate 
with agencies which may prefer to 
handle their own production. 


L. A. 


Reports from both the southern | 
and northern parts of the state re- 
veal almost parallel thinking and 
planning on television, with two 
striking exceptions, according to 
Mr. Searle. 

Whereas agency offices in Los 
Angeles are mostly “enthusiastic,” 
those in San Francisco for the 
most part registered “mild inter- | 
est.” And while Los Angeles | 
indicated a feeling for “finished | 
and professional” television pro- | 
ductions, San Francisco agency 
men mostly felt that the public 
would be willing to accept “less 
pretentious” efforts when the vis- 
ual medium actually is made avail-_ 
able. 

One other slight difference be- 
tween the two areas was noted. 
The majority of San Francisco | 
agencies responding to the ABC | 
questionnaire plan to set up their 
own television departments while 
those in the southern part of the | 
state are about evenly divided on | 
the subject, a possible indication 
that the southerners expect that 
networks and station television de- 
partments will be better equipped | 
to turn out more finished produc- | 
tions. | 

There was general unanimity of 


‘Enthusiastic’ 


|opinion in other categories, 
/majority in both areas indicating 
'that no television departments | 
| have yet been set up, that they 
| favor 
| than announcements for tele broad- 
casting, expect to use more film 
|than live production, 
| special events and comedy shows. 
as their first two choices for pro- | 
gramming. 


the mercial sponsorship, special events 
and comedy were followed by dra- 
matics, audience participation and 
| public service shows. One agency 
suggested “cartoons” and another 


“style and design features.” 
All Clients Interested 


Although sports programs had 
not been listed in the questionnaire 
'sent out by ABC as a possible type 

The vote favoring film over live for sponsorship, only one agency 
broadcasts was almost two to one. | thought to make a write-in on the 

On the question of which type | subject. 
of program is favored for com- One of the larger Hollywood 


regular programs rather 


and favor 
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agencies added the comment that television, but looking forward to 
“all” of its “clients are interested | going east where television is de- 
in the progress of television,” and | veloped.’ 

said that “if television is properly Another major San Francisco 
developed it should be one of the | company declared it does not con- 
greatest sales forces.” It also| template using either its own or 
declared that any sales force that network-station production facili- 
is effective “can be made to sell ties, as “we think the movies will 
any product whose usage can be produce them for us.” 

talked about or displayed before | ——— 

a mass audience within the bounds | Crandall Opens Office 

of good taste.” | public rela- 


A ewe F ‘ | Jeanne Crandall, : 
major san Francisco agency tions counselor, has established a 


felt it is a “little early to have | new office at 2011 Broadway, San 


_any definite ideas for Pacific Coast | Francisco. 


Write to THE 


REPLY-O PRODUCTS CO. 


150 West 22nd Street, New York 11. 


re oie! 
inet 


That Smith kid —losing his 
temper again. | wonder what 


the trouble is now. ' LL 
2 


Oh, I’m so glad you've come over, 
Mr. Handy. Junior is yelling bloody 
murder at something he’s trying to 
build down stairs. 


| heard him. | was 
reading my favorite 
magazine, Mechanix 
IIlustrated, when 
Junior lost his temper. 


1 MeHandy builds a bird 


& e, Dear me, what a racket. Maybe 


you'd better see if you can help 
him. 


So do |— and 
you haven't 
finished it. Say, 


lookee here, 


Sure, | was yelling. Look at 
this mess. It’s supposed to 
be a flying model airplane, 
but | think it’s junk. 


Junior. 
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To Handle ‘Air Trails’ ‘Two Name Agency 


Street & Smith Publications, Advertising Corporation, Chi- 
New York, has announced that | cago, has been appointed to handle 
West Coast representation of Air|the advertising of Ketoid Chem- 
Trails Pictorial will be handled| ical Company, insecticides, and 
directly by the Los Angeles office.| Deena Products Company, maker 

oe es of household lamps, Chicago. 


| Levelor Sales Corporation, 
|manufacturer and distributor of 
| Levelor castors, has named A. 
|W. Lewin Company, Newark and 
New York agency, to handle its 
account. 


Joins Carl Reimers 


James Downey has resigned as Scudder Buys Time , WINDOW—Creamette Co. is now Esberg Becomes Partner 
art director of Bloomingdale’s Scudder Food Products, Los | marketing its quick-cooking macaroni | Milton H. Esberg Jr., formerly 
New York department store, to| Angeles, through Davis & Beaven, | product in window packages, which | with General Cigar Company, has 
become art director of Carl Rei-|has purchased 52 weeks of station | display the contents, but provide pro- | been made a general partner in 
mers Company, New York agency, break announcements for Laura | tection. Mackenzie, Inc., Minneapolis, | the San Francisco public relations 
effective June 24. | Scudder products on Station KNX. is the agency. company of Consultants Ltd. 


Oh boy, wouldn't that be a bird — 
if | could just build it. 


\ 


rll help you. It’s fun to 
build flying models. Only 
stop losing your temper. 


Gosh, Mechanix 
Illustrated sure makes 
everything clear. 


It’s a great magazine 
— all full of articles on 
photography, radio 
and modern science. 


Nor Mr. Handy. He can use 
all those mechanical skills 
he learned in the Army. 


Such concentration. | don't 
think Junior’s ever enjoyed 
himself so much. te B 


Certainly is — and 
Mechanix IIlus- 
trated gets the 
credit. 


Mechanix Illustrated ‘‘gets the credit’? from over 600,000 
Handy-men who rush to their newsstands every month for 
their favorite magazine. That’s why Mechanix Illustrated 
is the fastest growing, biggest newsstand seller in its field. 
These neighborhood “helper-outers’’, who come to your 
rescue when the radio, camera or car needs fixing, are ama- 
teur craftsmen often highly skilled, always interested in the 
latest scientific and hobby news. They read Mechanix 
Illustrated from cover to cover. They like its 4-color illus- 
trations, its useful diagrams, its how-to-do-it and how-it- 
works articles. They really pay attention to its advertising 
—and Mechanix Illustrated advertising lineage has more 
than doubled in the last three years. Mechanix Illustrated 
is a strong-pulling medium. Make sure that your product 
is advertised there — regularly. 


Fawcett Publications, Inc. 


295 Madison Avenue, New York 17, N. Y. 
World's Largest Publishers of Monthly Magazines 


Gee, it’s a bird of a 
plane! It’s super! 


|E. Froeschle, 
'from the Navy, has been named 
| to sueceed Mr. Anderson as adver- 
| tising manager. 


In-Store Video 
Seen by 75,000 
In Single Week 


Camden, N. J., June 11.—RCA 
Victor sent a television crew 
equipped with two cameras, com- 
plete control-room apparatus and 
11 receivers to Memphis recently 
to present a week-long demonstra- 
tion of intra-store television in the 
B. Lowenstein & Brother depart- 
ment store during the Memphis 
Cotton Week Festival. An esti- 
mated 75,000 persons saw the dem- 
onstration, which was promoted by 
the store through both advertising 
and publicity in the Memphis 
newspapers and over two local 
radio stations. 


It was the second such demon- 
stration RCA Victor has staged. 
The first took place last October 
in Gimbel’s, New York. A third 
is scheduled July 17-29 in the 
Kaufmann department store in 
Pittsburgh. RCA Victor, with an 
eye on interesting large stores in 
permanent installation of intra- 
store video when equipment be- 
comes available, will present dem- 
onstrations in any stores wishing 
to arrange for them. The stores, 
however, just underwrite the cost. 
RCA Victor officials will not pre- 
dict now even approximately when 
such in-store video units will be 
available. 

Ten-minute live shows, using lo- 
cal models and built around seven 
basic merchandising themes, were 
presented every half hour in the 
Lowenstein store. Between shows, 
informal audience participation 
entertainment was presented, giv- 
ing store customers a chance to 
appear before the video cameras. 


Four of the receivers used were 
advanced experimental models of 
the large-screen projection type; 
the others were direct viewing 
models. One was installed in the 
st-re’s principal show window, the 
others throughout the store. 


Anderson Promoted 


_C. R. Anderson, formerly adver- 
tising manager of Herman Nelson 
Corporation, Moline, Ill., has joined 


'the Philadelphia branch office as 


product application engineer. R. 
recently released 


The on-the-spot advertiser and 
his agency should know how 
best to reach a market's buying 
power. That's why it's significant 
that: 


Of the nearly 1,000,000 lines of 
1945 general advertising placed 
direct in Buffalo, or by Western New 
York or neighboring Canadian ad-. 
vertising agencies, 53.7% appeared 
in the Courier-Express. 

Whether your advertising ap- 
peals to men, or to women, or 
to both — 


“in Buffalo you NEED the 


Beli Sgr 


Buffalo’s Only 
Morning and Sunday Newspaper 
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Douglas Starts Drive in 
U. S., Canada, Honolulu 


Douglas Aircraft Company, 
Santa Monica, Cal., is launching 
a newspaper campaign in 40 
American cities, plus Honolulu, 
Ottawa, Montreal, Toronto, Van- 
couver and Winnipeg, which will 
expand into magazines in August. 
The campaign, featuring compari- 
son between the Douglas DC-4 and 
its predecessor, the DC-3, is han- 


dled by J. Walter Thompson Com- | 


pany. 


Book Offers 3,033 Ideas 


The 1946 edition of ‘3033 Retail- 
ing Ideas,’ compiled by Emanuel 
Lyons, is being offered at $3.50 
per copy through E. Lyons, pub- 
lisher, Pittstown, N. J. 


Give Natienel Ceverage te Yeur 
News-Releases Thru the Pages ef 


Sor Release 


(Ceveriag 10,000 Dailies & Weeklies) 
480 Lexingten Ave., N. Y. City 17 
Eiderado 5&-6747 


Hallmark Hits 
Juve Groove with 
Solid Senders’ 


__ 'Swoonsational!’ 
Card Line Aimed 
at Keen Teens 


[Editor’s Note: John Quinn, of 
Hall Brothers publicity _depart- 
ment, did such a good job of put- 
ting us hep to his firm’s teen-age 
plans that we present his slanguage 
verbatim. ] 


Kansas City, June 11.—Jabber- 
wocky, the fanciful, jive talk of 
'teen agers, has invaded advertis- 
‘ing at large and brings Hall 


Brothers, New York and Kansas | 


| City, into the field of national 
magazine advertising for the first 
time. The swingy slanguage in 


| the juve groove is being used ex- 


| tensively in introducing and sell-| 


ing Hallmark Solid Senders, new 


| greeting cards for the coke set. 


The campaign currently in prog- 
/ress is Hall Brothers’ opening gun 
'in an over-all, long range program 
/to expand the greeting card mar- 


ket. Their first step is toward de- 


_veloping the large juvenile market, 
'one with some 12,000,000 young- 
sters with an estimated $450,000,- 
000 of their own pocket money to 
'spend annually. 

A survey made in cooperation 
| with Calling All Girls magazine 


have not been good buyers. 
new cards are Hall Brothers’ 
means of developing a market 
which hasn’t existed, of bringing 
keen teens into active buying and 
of breaking them in as customers 
of the future. 


Big Business 


Solid Senders are one of the 
newest products created for teen 
agers, one more prominent indi- 


revealed that teen agers are greet-— 
ing card conscious, but heretofore | 
The. 


. «it's all about “Solid Senders,” the groovy, new 
Hallmark greeting cords dreamed up for you 

in teen lingo. See them! You'll go for these Hallmark 
Cards, with drawings from hepeat scenes 

of Walt Disney's new smasheroo, “Make Mine Music.” 


Terrif for every DEALER'S NAME 
occasion 


SWOONSATIONAL—This is one of 

the series of newspaper ads for Hall- 

mark greeting cards made for the 
jive set. 


cation that merchandising espe- 
cially for teen agers has become 
big business. In this trend of 
merchandising, keen teen adver- 
tising, too, has become big busi- 


“But, Miss Crandall, why didn’t you 
was that Solid Cincinnati reads The Cincinnati Enquirer” 


Athos 
2 MLE | 
; } 


tell them all I needed to know 


If you find yourself slightly allergic to figures at the moment, you can settle for 
the really important fact: The Cincinnati Enquirer reaches the solid, substantial, 
day-in-and-day-out buyers in an important trading area of more than a million 
souls. A few space buyers may want to make a mental note, however, that in 
1944, The Enquirer carried 2,729,252 more lines of advertising than its nearest 
competitor... in 1945, 3,549,403 more lines. The Cincinnati Enquirer is repre- 
sented by Paul Block and Associates. 


Use The Cincinnati Enquirer to get in solid with Solid Cincinnati 
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ness and depends for results on 
getting right down to predicates 
and speaking the language the 
juves approve. 

The lively teen talk is not only 
employed in ads, but Hall Brothers 
have made it the theme of Solid 
Sender verses, and the cards are 
strictly cataclysmic with expres- 
sions like, “Dig me, latch on, 
petent, darby, snazzy, neat, jet- 
propelled”—neon phrases of au- 
thentic teen chatter. 

Happy birthday, for 
becomes: 


“Hi there, Stuff! 
Bake a cake and caH me cookie 
Hear ya got a birthday due— ~ 
Hope it’s darby, snazzy, groovy, 
F ge I hope it’s simply goo!” 

T: 


“Hope your birthday’s just perf! 
Geetchie, cagey, snazzy, sharp, 
Sharp that is, I mean. 

Rooty, toot, reet, terrif! 

Hope it’s simply keen.”’ 


A get-well card for a glum chum 
reads: 


“Tf you’re feelin’ icky sicky, 
Then get hep and pull a quicky— 
With a lot of solid snoozin’ 

You’ll soon be a ‘Cruisin’ Susan.”’ 


Ads in current use in consumer 
and trade magazines, newspapers 
and on the radio are wrapped 
around this terribly reet teen talk. 
An insertion in Seventeen, for 
example, is addressed to “Joes 
and Jills!”, and the text carries 
pictures of the Solid Sender cards 
showing the reet writing. Similar 
ads appeared in Calling All Girls 
and Woman’s Home Companion. 


instance, 


They’re Swoonsational 


Teen lingo is even more appar- 
ent in newspaper mats which Hall 
Brothers have prepared for deal- 
ers. These have such opening 
captions as, “What’s the hubba 
hubbub?”, or “Hi, Thrush, What’s 
the gush?”. ‘Swoon - sational,” 
“send-sational” and other words 
of the glib tongue are used to 
describe the product. 

Jabberwocky likewise is making 
inroads into radio commercials 
through the Hallmark _ show, 
“Reader’s Digest Radio Edition,” 
which is aired over 131 CBS sta- 
tions Sunday afternoons. 

The first joust with jabber- 
wocky on the air came in the 
April 28 broadcast with Van John- 
son, idol of bobby soxers, as the 
guest star. Johnson, Van of the 
hour, gave Solid Senders their 
introductory send-off in a _ broad- 
cast which saw the show switched 
from New York to Hollywood. 
Some of the hep language was 
used in the commercials for the 
first time on this broadcast. 


Members of the program’s pro- 
duction staff who made the trek 
out from New York included Rob- 
ert Nolan, director, and Karl Bix- 
by, producer. Representatives of 
Foote, Cone & Belding, which 
handles the account, who were on 
hand for the launching of Solid 
Senders included Harry Ingram, 
Bud Spencer and C. Burt Oliver, 
general manager of the Hollywood 
office. John Boppart and George 
Potzner, Hall Brothers merchan- 
dising representatives, also were 
on hand. 


Authorities on Jive 


The preparation of this type of 
a vertising virtually has made 
teen authorities out of some Foote, 
Cone & Belding writers, particu- 
larly Winifred Snyder. Jack Hunt, 
the account executive, often is 
called upon to lend a hand and 


NO USE TURNING 
GUSTOMERS AWAY 


And yet you may if You 


be doing just that. | Manufacture 
There’s a 7 billion and Sell 


dollar market you 
COSMETICS 


could encourage 
simply Ld J letting& 
these people know you’d welcome their 
business. For the Negro looks to his race 
press for guidance. Your advertising in 
the Negro papers can earn his confi- 
dence, good will and regular patronage. 
But whether your product is cos- 
metic, food, drink, wearable, or any- 
thing else, it will pay you to write to 
Interstate United Newspapers, Inc., 545 
Fifth Ave., New York, for the facts on 
the success stories built out of reach- 
ing this great and growing market. 
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finds himself jiving with jabber- 
wocky. 

Illustrations for the Solid Send- 
ers are as authentic teen as is the 
language. Hall Brothers have 
added to the teen attraction by 
offering Solid Senders in two 
series, one with the wacky cartoon 
characters of Betty Betz, a fave 
rave of the teen world, and the 
other with figures direct from the 
hepeat sequence of Walt Disney’s 
new movie, “Make Mine Music.” 

Disney already is well known | 
for his juvenile appeal, and here. 
is branching out to broaden his | 
take with the teens. He is also 
expected to provide some appeal 
for the Joes, as much of teen 
appeal heretofore has been direct- 
ed at the Jills. 

Miss Betz has become an im- 
portant person in the commercial 
focus of the coke set through her 
cartoons and columns in Seventeen 
and Woman’s Home Companion | 
and for her playsuits and ruffly, 
flouncy dresses. She is no novice. 
at jabberwocky, and is said to be 
compiling a “Coke-abulary” of | 
keen teen talk. She also lent a. 
hand in preparing the Solid Send-. 
er verses. 

Figures of both illustrators also- 
appear in the ads. They are prom- | 
inent not only in the insertions 
for consumer publications, but also. 
in the trade ads which are running 
in Department Store Economist, | 
Gift and Art Buyer, Modern Sta- | 
tioner and others. 


‘Today’s Woman’ Signs 
90 Department Stores 


Ninety department stores have 
signed contracts with Today’s 
Woman, New York, whereby each 
agrees to tie up approximately 
eight months out of the year with | 
the magazine’s new department | 
store merchandising program, 
launched with the current issue. 
Today’s Woman will feature, 
articles with a timely retail slant 
(“Christmas Comes But Twice a 
Year,” the June theme, will be 
followed in July with “Proposals 
for a Second Honeymoon’) adapt- 
able to “thematic” store news-| 
paper ads, window displays and) 
store-wide selling. 

The magazine also will supply, 
each month, material for a “theme” | 
advertisement keyed to the subject 
of the promotion, a window dis- 
play idea service, three-color 
background streamers, promo- 
tional guides for use by adver- 
tising, display and merchandise 
managers, and glossies of the 
original art work. 


Hamilton Joins Firms 


Jack Hamilton, for 12 years 
with Foster & Kleiser, San Fran- 
cisco and Portland, Ore., has been 
appointed manager of the newly 
formed Bentley Poster Print Com- | 
pany and Bench Advertising Com- | 
pany in Portland. The companies | 
will specialize in outdoor advertis- | 
ing, using posters and cement) 
benches, an innovation in Port-) 
land. 


BOOKLETS OF MANY 
OUTSTANDING FIRMS 
CARRY THIS IMPRINT... 


SALES AND INSTITUTIONAL 
| 
| 


EDWARD STERN & CO., INC. 


Printers Since 1871 
PHILADELPHIA « NEW YORK + BOSTON 


Leaves Radio Paper 


Max G. Bauer, for eight years 
editor of Radio & Electronic Job- 
_ber News, has resigned to es- 
‘tablish Pioneer Radio Supply 
Corporation, Cleveland. Howard 
Markt, co-publisher with Albert 
R. Harris, succeeds Mr. Bauer as 
editor. 


Makes Photo Container 


Initial Worcester-to-New York 


flight of Northeast Airlines car- 


ried aluminum airmail photo con- 
tainers developed by Howard- 


Wesson Company, Worcester, and 
Worcester Stamped Metal Com- 
pany. Consisting of thin alumi- 
num sheets sealed with viscose 
tape, they are said to protect pho- 


ing. 


‘Standard Accident Elects 


_R. H. Platts, vice-president and 

director, has been elected presi- 

| dent of Standard Accident Insur- 
ance Company and its affiliate, 
Foo Insurance Company, De- 
roit. 


tographs from moisture and bend- | 
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Diamond Match Displays | ing, Pillsbury division of Pillsbury 

Dj d Match C N Mills, Ine., Minneapolis. H. W. 
Yy og atc f ompany, NeW Files is vice-president of sales and 
dork, last week featured its new | advertising, Pillsbury Mills, Inc. 
thin box” pocket matches for pipe | / 
smokers (AA, May 27) in its dis- | 
play at the convention of Retail | 
| Tobacco Dealers of America in 
Cleveland. 


Pillsbury Names Gerot 


| Paul S. Gerot, formerly in 
|charge of Pillsbury’s West Cen- 
_tral division, grocery products 
| sales, Chicago, has_ been named | 
‘vice-president, sales and advertis-'~ 


431 S. Dearborn St., Chicago 5.1) linois 


"GIMME SOME MORE OF THE SAME” 


If it’s good you come back for more ... doesn’t make much difference whether it’s 


something to put into your stomach; cover the old anatomy; that will give you 


pleasure, save you time, trouble and money... or whether you use it to make 


something your own customers will want more than the other fellow’s ... Twenty 


odd years ago Rogers began to make photo-engravings—the kind that faithfully 


reproduced the ideas advertisers wanted to spread among millions of hoped-for 


customers ... and the kind that publishers could print to look like the “progs”... 


Still on the books are Rogers’ customers who liked the first “sample”... They 


come back year after year for more—not of the same, but of increasingly finer 


quality, because of richer experience, greater skill and more modern and precise 


methods. A lot of other names have been added, too—names that have made 


and are making advertising history. Maybe you are—or will be—one of them. 


ROGERS ENGRAVING COMPANY 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 
Adolph F. Buechele, President 


2001 CALUMET AVENUE - 


Phone CALumet 4137 


* CHICAGO 16, ILLINOIS 
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| sales promotion manager and man- 
ager, export news service. 


Russell R. Rullman (Navy) has 
cota to Chicago office of The 
Caples Company. James D. Farris 
(Coast Guard) has joined the 
| agency’s Omaha office. 

| Robert Gillespie (Army) has 

Eliot Stoutenburgh (Army) has been named production manager 
returned to Acme Breweries, San | for the Portland, Ore., office of 
Francisco, as advertising man-| Pacific National Advertising 
<—. Sli iN )h Agency. 

, sames ovoertson (Navy as Albert R. Johnson (Army) has 
joined Fuller & Smith & Ross,| joined the staff of Parents’ Insti- 


New York, as an art director. 
ones A. Steshens (Army) bes tute, New York, as assistant to the 


announced formation of Henry A. 


ous 
ia e.., | 
Armed F'orces 


eastern advertising manager of mitt, 


Baby Care Manual and Your New 
Baby. 

William H. Johnson Jr. (Army) 
has been appointed director of the 
certified showings division, Adver- 
tising Distributors of America, 
Inc., Chicago. 

E. A. White (Army) has joined 
the New York ad sales staff of the 
Wall Street Journal. 


| Open Oregon Agency 


The Columbia Agency, owned by 
Willis H. Bross and Donald Ham- 
has opened offices at 520 


|S. W. 


Main St., Portland, Ore. The 
company specializes in_ transit 
advertising in suburban Portland 
and southwestern Washington. 


Names Westermann 


T. H. Westermann, since 1935 
partner in charge of sales for 
Willard Pictures, has been named 
sales manager of Morey & Suth- 
erland Productions, Hollywood 
producer of entertainment and 
business films. Mr. Westermann 
will make his headquarters at 522 
Fifth Ave., New York. 
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WGNB Gets G-E’s First 


Postwar FM Transmitter 


First postwar FM _ broadcast 
radio transmitter to come off 
General Electric production lines 
has been placed in operation on 
WGNB, sister station of WGN, 
Chicago. 

The 250-watt unit is the first 
of three such units to be installed 
by Aug. 1, bringing WGNB’s full- 
rated power to 20,000 watts. It 


| electronics 
' Syracuse, N. Y 


was made at General Electric’s 
department plant in 


Stephens, Inc., New York public 
relations organization. 

T. Seward Bur- 
rowes (Marine) 
has joined J. M. 
Reilly Company, 
Boston agency, 
as copy director 
and account ex- 
ecutive. Before 
enlisting in the 
Marine Corps he 
was associated 
with Wood, 
Brown & Wood, 
Inc., Boston 
agency. 

Chester W. Dudley Jr. (Navy) 
has been appointed sales manager, 
Willard Pictures, New York pro- | 
ducer of films for industrial, thea- | 
trical and television use. 

Edward Howard York III (Navy) | | 
has rejoined the Philadelphia of- 
fice of Doremus & Co. 

Albert S. Goustin (Navy) has 
rejoined the Ladies’ Home Journal 
as manager of the Detroit adver- | 


tising office. 
E. McCurdy (Armed | 


T. S. Burrowes 


Charles 
Forces Institute) has joined Fuller | 
& Smith & Ross, New York, as an) 
art director. 

R. W. Johnson (Navy) has been | 
appointed coordinator of radio and | 
national advertising, Marshall | 
Field & Co., Chicago. 

Kenneth Finnell (Merchant Ma- 


rine) and Ernest West (Army) | ‘ 

have returned to the advertising » 

staff of the Oregonian, Portland, | - . 
Ore. 


Robert L. Davis (Army) has | 
been appointed publicity and pub- 
lic relations director of the Omaha) 
Chamber of Commerce. | 


Malcolm Eldrich (Army) has | 
been named an account executive | 
with Hammer Advertising Agency, | 
Hartford, Conn. | 

Jacob F. Keilson (Army) has) 
formed the Keilson Company, New 
York, to handle general advertis- 
ing in all media. First accounts 
include I. Rokeach & Sons, Ince., | 
and Horowitz-Margareten, food | 
and specialty producer; American | 
Apparel Supplies Company, Green-. 
dale Frocks, and Pasadena Park | 
Development Company. 

William A. Ayres (Navy) has 
been named managing editor of. 
National Grange Monthly, official 
magazine of the National Grange, 
Springfield, Mass., and also will | 
handle its business affairs. 

John Gillis (Army) has been ap- | 
pointed radio director, Phil Gor-| 
don Agency, Chicago. 


| 


H. J. Lavin (Army) has rejoined | 
American Exporter, New York, as | 


500,000 


STOCK PHOTOS 


WRITE FOR INFORMATION 


KAUFMANN & FABRY CO. 
pceemonane vane 


What does Saturday 


Saturday ...Saturday in broad daylight...means 


many things to advertising men interested in the 


F’r instance, is your business... 


Groceries? You might follow 
the lead of astute Sperry 
Flour, sell the housewife on 
the morning of the day when 
she makes her biggest pur- 
chases. 26.2 per cent of a 
week’s traffic, 26 per cent of 
its sales occur in super-mar- 
kets after noon Saturday, the day accounting for 
135% more cash than the average weekday. In 
chain stores, 24% of the week’s sales are made 
after noon on Saturday... 14% after 6:00 PM:! 
Sperry has used Sam Hayes News on NBC Pacific 
Network Saturdays since August, 1940. 


Dairy Products? Tillamook County Creameries 
recently changed their 9-year-old Bennie Walker's 
Kitchen from Friday to Saturday at 10 A.M. 


Insurance? Neighbors of 
Woodcraft started to sell life 
insurance over NBC in the 
West this spring with a 
simple Saturday afternoon 
musical show and “heart” 
commercials; pulled 23,542 
letters with request numbers 
from the first seven broadcasts; sold 90% of mail 
leads in Portland, the first follow-up sales city. 


golden-rich Western market, can mean many more. 


Financial? Household Finance climbed on the 
Saturday afternoon bandwagon, put Stu Erwin’s 
“Phone Again, Finnegan’ on NBC coast to coast. 


Shoes? Smilin‘ Ed McConnell 
offered a Comic Book four 
times on his three-year-old 
Saturday morning transconti- 
nental and 1,750,000 kids 
stormed their Buster Brown 
Shoe Store to gobble up the 
supply. Twice he asked listen- 
ers to send birthday greetings to a crippled St. Louis 
child, and 210,581 responded with cards and letters 

.. the largest volume of mail ever delivered to a 
single address by the St. Louis Post Office. 


Confectionery? Planters Peanuts has found a late 
Saturday afternoon newscast ideal on NBC Pa- 
cific since May, 1943; Leaf Gum prefers its mid- 
afternoon “Tin Pan Alley of the Air.’ 


Apparel? Teentimers, Inc. ad- 
vertised a certain dress model 
on its very first broadcast over 
NBC transcontinentally Satur- 
day mornings, sold it out 
within three hours! Now dress 
stores in big cities, little towns 
are mobbed by teen-agers reg- 
ularly after the broadcast. (After all, Saturday out- 
ranks every other day in department store sales.) 


Farm Equipment? Allis-Chalmers tells its mes- 
sage in daylight Saturday via the nationwide 
National Farm and Home Hour. 
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could conceivably threaten end of 
publication. 

A survey by L’Echo de la Presse, 
disclosed that L’Humanite, founded 
in 1904, during the past year made 
circulation gains of about 200,000 
to reach a total of 523,000. Its 
closest competitor is Le Parisien 
Libere, with a circulation of 430,- , 
000, .a 108,000 increase over its 
January, 1945, figure. Two others 
showing considerably smaller gains 
were Le Populaire, with a gain of 
25,000 to reach a total of 260,800, re 
and Liberation, adding 27,000 for 
a total of 223,000. 4 

Le Parisien Libere, a journalis- 
tic infant, began publication Aug. 
22, 1944, under the auspices of 
those who published the under- 
ground Cahiers. 

Publications begun years before 
the war, and which suspended pub- 
lication during the war, have in 
some cases lost favor with readers. 
L’Ordre, founded in 1929, has 
dropped drastically since repub- 
lication after the end of World 
War II, from 180,000 to 38,000. 
La Nation, another prewar paper, 
has dropped, since its reappear- 
ance, from 120,000 to 28,000. Paris- 
Matin since November, 1945, has 
maintained its 180,000 circulation. 

Total Paris newspaper circula- 
|tion has shown a slight decrease. 
The February, 1946, total of 2,- 
251,100 compares unfavorably with 
2,287,000 listed by Paris papers 
for January, 1945, about three 


| 
\ * If you skip the fine print on that oppo- 
\ site page, here in summary is what Satur- 
day daytime means on NBC in the West. 


1. NINE CLASSIFICATIONS of network advertisers have ae ee eee 
ioneered it, found it good. : , 
" : . | To Issue Buying Guide 
2. SEVENTY-SEVEN ADDITIONAL advertisers use programs of Lebhar-Friedman Publications, 
fifteen minutes or more on a local or spot basis. : New York, will issue the 15th an- 
‘ ~ a ae Store Age peng | 
: of Manufacturers” on ug. 15. 
3. MORE THAN HALF of the weekly pay check is spent OVER THE WEEKEND... The Gueieey, & eulde 0 suees 
Saturday is the time to influence that spending at the latest, of supply for items sold in variety 
most impressionable moment. : and general merchandise chain 
stores, will be the largest in the 
q 4. RECEPTIVITY to advertising with-a-promise characterizes the relaxing Saturday ee, ee ek ee 
| mood in this five-day week territory. than 50,000 individual listings 
4 _ a arranged by merchandise classi- 
1 5. SETS-IN-USE are greater today on the Pacific Coast than ever before. fications. 


EACH of the four sectional Hooper reports since 1944 shows Saturday daytime 
Pacific listening up over the previous report... with last summer 
topping even the preceding winter! 


| ’ 2 
6. MORE LISTENERS per set in the West are found Saturdays than any weekday... | A sell 00r 
28% more men, 24% more children, 7% more total persons 3 | 4 
than the Monday — Friday average. : 


7. MORE LISTENING potential in the West is found Saturday daytime than 
on any other weekday, because there are more people home-and-awake... 
61% more men, 75% more adolescents, 3% more women. 


ES 
; 


x 
N 
$ 


NN etme — 


8. RADIO’S BIGGEST BARGAIN is Saturday daytime because it delivers an evening- 
type audience in size and type...at ONE-HALF THE COST! 
9. CHOICE AVAILABILITIES, a few of them, are open on NBC...No.1 network , | i 
: in the West as in the rest of the nation. : Yes, 23¢ a day isn’t much 
' . : . a to pay a salesman, but that's 
| We’ve thrown a lot of figures in this ad. Write us for source material. 4 | often all it costs with a National 


Advertising highway display. 

These distinctive displays, 
placed close to the road, assure 
maximum visibility for your 
message. Each impression is de- 
livered at a fraction of the cost 
of most highway signs. National 
Advertising displays give greater 
repetition—more sales messages 
delivered, dollar for dollar 
than most other advertising 


= media. Write to- 
Distinct’ 
OUTDOOR 
DISPLAYS 


WESTERN DIVISION 


HOLLYWOOD, Sunset and Vine + SAN FRANCISCO, Taylor and O'Farrell 


day for detailed 


information. 


NATIONAL ADVERTISING CO. 


WESTMINSTER, MARYLAND 
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IN-STORE 
FILMS 


For the first time, Sight, Sound, Color and Motion 
... the powerful “four dimensional selling” of motion 


- pictures . ... has been packaged as a selective low- 


cost advertising medium. 


Here is how it works: In-Store Films will install and 
“program” about six console models of a newly 
perfected automatic projector in each of a group of 
leading department stores providing national cover- 
age. 

As an advertiser your product demonstration film 
will appear as part of a ten minute color program 
which will play continuously from store opening to 
closing. 

The consoles ...and your product demonstration 
... will actually be in the departments where 
your product is sold. Initially, these facilities are 
offered to manufacturers of home furnishings, 
major and small appliances and housewares in 
the “Homemakers’ Edition.” Ultimately In-Store 


Se a ee 
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a new advertising medium demonstrates 
YOUR product at THE POINT OF SALE 


will serve advertisers in all major merchandise 
classifications. 


Of the ten minutes devoted to each “show” six 
minutes will be sponsored advertisements and three 
or four minutes will be devoted to editorial material 
featuring consumer information of interest to home- 
planners and homeowners. 


No other advertising medium brings to your 
sales argument the conviction of sight, the per- 
suasiveness of the human voice, the realism and 
appeal of color, plus the sales clinching demon- 
stration and dramatization made possible by 
motion. 


This revolutionary medium at long last offers adver- 
tisers a low cost method of bringing their own sales 
story to live prospects at the point of sale. In addi- 
tion to converting more shoppers into buyers it will 
have the effect of indoctrinating sales people with 
your product story and help them to do a better sales 
job. For full details contact 


a division of 


CINE TELEVISION STUDIOS, INC. 
GRAND CENTRAL TERMINAL BLDG. 
New York 17, N. Y. 
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y he / ag - OL NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


HOW TO PICK PROFITABLE MEDIA BY STUDYING THEIR 


Too many advertisers 
and advertising agency 


CIRCULATION METHODS 


space buyers think that 


8. Averages for 6 months ending D 


ber 31, 1945: 


because a publication is Mail Sub 


AVERAGE NET PAID CIRCULATION 


a member of the Audit 
Bureau of Circulations 
that’s all they need to 
know about it. True, 
that should be the first 
requirement — to make 
sure that the publica- 
tion delivers the circu- 
lation it claims—but that is only the be- 
ginning in selecting profitable mail order 
publications. 

The other important things to look for 
are: (1) What percentage of the total 
circulation is represented by newsstand 
sales, and (2) the sources of subscription 
production. 

It is not necessarily how much circula- 
tion a publication has that governs its 
pulling power, but how the circulation 
was secured that counts. 

Responsive circulation depends upon 
reader interest, and reader interest de- 
pends upon circulation methods. 

Let us look at a typical ABC publish- 
er’s statement and analyze it with a crit- 
ical eye. First, study Par. 8 which gives 
a break-down of the total average net 
paid for the six-months’ period. The 
break-down in Par. 8 shows “Mail Sub- 
scriptions—Individual”’ and ‘Net Single 
Copy Sales (Newsstand).” 

If a publication’s circulation is made 
up entirely of subscriptions, or if it has 
a high percentage of subscription circula- 
tion, turn to Par. 15, an “Analysis of 
New and Renewal Subscription Sales” 
and study the sources of those subscrip- 
tions for they tell the story. 

Subscriptions secured by the publisher 
direct (Par. 15-a) from the subscribers 
through direct mail efforts are exception- 
ally responsive on mail order copy, for 
they ordered their subscription by mail 
and are known mail order buyers. 

Subscriptions received from Catalog 
Agencies (Par. 15-b) are on a voluntary 
basis for these organizations clear sub- 
scriptions from department stores, news 
dealers, and small town magazine agents. 
A voluntary subscriber wants the maga- 


You Ought toKuow . 


The “Open Door Policy” as an inter- 
national trade phrase may be archaic. 
To Palmer Hoyt, 49, the Denver Post’s 
new editor and publisher, the ‘open door 
policy” is a significant domestic, personal 
policy. Doors leading 
from the characteris- 
tically noisy Post city 
room to the publisher’s 
sanctum are wide 
open. Even advertis- 
ing agents in these 
sellers’ market days of 
newsprint famine may 
enter, and without 
knocking. 

Palmer Hoyt’s life 
and works have been 
unorthodox if not 
paradoxical. It’s a little unusual to see 
a publisher coming into the top spot via 
the editorial side, particularly with a 
drama editor tag tied on along the way. 

As a matter of fact, Hoyt, christened 
Edwin Palmer Hoyt and known to his 
intimates as “Ep,” had his first brush 
with organized advertising while hustling 
drama news for the Portland Oregonian 
back in the depression days of 1929-30. 
It was a double-up job. Premium-priced 
movie space selling went along with the 
critic’s job. The editorial ‘‘readers” that 
went along with premium line cost for 
movie copy were business copy, and the 
Oregonian carried them. Critiques were 
different. Pannings for punk shows were 
pleasure. And Hoyt combined business 


Palmer Hoyt 


and pleasure. 
The drama critic’s job followed, also 


eI TI Sins ssn hstinsatinestsvscanacsonessnaccnisterenons | 235,927 


ANALYSIS OF NEW & RENEWAL SUBSCRIPTION SALES 


9,131 


TOTAL NET PAID excluding Bulk 
Term Subscriptions in Bulk 


zine he ordered, and will read it. 
definite evidence of reader interest. 

Subscriptions from all other sources are 
secured either through high-pressure 
methods, sympathy appeals, or are not 
purchased strictly on the merits of the 
publication. If there is no true reader 
interest, there can be little reader re- 
sponsiveness. 

Newsstand sales represent voluntary or 
demand purchases. Hence, a reader that 
buys a magazine at the newsstand wants 
that magazine and will read it. If he 
doesn’t find the magazine interesting 
after a trial reading, he will never buy it 
again and the publisher doesn’t load up 
his circulation with a lot of dead-head 
readers who do not respond to mail order 
advertising. 

If you will check these points, and then 
pick publications that reach the type of 
audiences that are logical prospects for 
your merchandise or services, you will 
seldom go wrong in selecting profitable 
mail order producers. 


That’s 


For Period Stated in Paragraph 8 
15. CHANNELS OF SUBSCRIPTION SALES: 


(a) Subscriptions by mail direct to publisher ............ - 
(b) Catalogue agencies ........ 2... ceccccccuenesereceseeee 

N agencies: (1) Sold by mail ...........++++ 22 
sapihabeancepats (2) Sold by carrier .......+..+++ None 


(4) pag & ane staffs: 
1 lisher’s own: 
() PVG) Sponsored by local eivie or charitable 


Orgamization .......sscccsseccsccsseceseseces None 
(b) Not ey cccccceccestocoece weteeeeeenene lone 
2) Other publish ME dent og 
ad (a) Sponsored by local civic or charitable 
UN, sav ssccneunseessscossessseeveses None 


direct to publisher 


(g) School subscriptions for class use 
(h) All other channels 


TOTAL SUBSCRIPTIONS SOLD IN PERIOD 


« ePalmer Hoyt 


strangely, stints as a sports writer and 
general reporter, and was succeeded by 
quick rising through the ranks as night 
city editor, from 1932 to 1933, and man- 
aging editor from 1933 to 1938. The 
extraordinary jump in these days of big 
business newspapers from city side to 
publisher is explained by Hoyt with his 
usual simplicity and directness: “Well, 
the board was looking for results. Our 
department had shown results in our 
own field—reader acceptance and cir- 
culation. So I was elected.” It was that 
obvious, but probably not that simple. 

The fact that Hoyt virtually doubled 
the daily circulation of the Oregonian 
from 92,000 when he became M.E. to more 
than 180,000 today is interesting but 
probably less important than how his 
precepts effected the boost. 

Graying, amiable, Hoyt is deceptively 
quick. His now legendary comment upon 
arriving in Washington to find a balky 
Congress ready to foul the OWI domestic 
program which he directed is illustrative. 
Hoyt told the budget passers: “I didn’t 
come down to take a job. I came down 
to do one.” The statement was indis- 
putable. The lawmakers reversed them- 
selves. The budget was approved. 

In much the same quick fashion, Hoyt 
shocked the Post’s Rocky Mountain read- 
ing public by a small but mighty change 
within a few days of his arrival last Feb. 
20. Post readers woke up to find Little 
Orphan Annie bounced from Page 2 to 
a spot in the back of the paper with the 
rest of the comics. He patched up a 
23-year-old radio feud with Gene O’Fal- 


lon’s station KFEL and steered a keen 
course among the shoals built up since 
the late Harry H. Tammen and Frederick 
G. Bonfils started the Denver Post. 
Hoyt’s move to Denver breaks a record 
of continuous professional service in Ore- 
gon since his graduation from the Uni- 
versity of Oregon but continues his rest- 
less record of popping up in the darndest 
places. One of these places is Chicago, 
where Sigma Delta Chi, national jour- 
nalistic fraternity, and Rotary Interna- 
tional, a couple of his pet projects, have 
their headquarters. Lists of philanthropic 
and civic activities would shrink markedly 
if Hoyt were de-activating, which he is 
not. He differs from a host of others in 
that he not only joins, he does things. 
From a media standpoint, Hoyt can 
scarcely be called a traditional news- 
paper man. “The press,’ he says, “is a 
broader term than just ‘newspaper.’ It 
includes the radio, the magazine, and 
motion pictures. These are accustomed 
media from which the American people 
are used to getting their information.” 
Hoyt’s story of success could be started 
prosaically with his first newspaper job 
—as a newsboy, naturally. But there the 
orthodox pattern stops because Hoyt de- 
viated from the formal sales approach. 
Hawking the Minneapolis Tribune in 
Manhattan, Mont., at the age of. 13, he 
went into content, teased the customer 
with what she was going to get for her 
money in that particular copy of the 
Tribune: “It tells about President Taft 


and a man named Ford. Teddy Roose- 
velt’s hunting lions in Africa and there’s 
a new serial by Rafael Sabatini. . .” He 
sold papers on a high-speed basis as he 
has been selling ever since. 

But his emphasis is on content from 
the customer’s standpoint, and with a 
conviction that the public must feel that 
advertising is unselfish. 

In 1939 Hoyt staged a regional promo- 
tion campaign using Time and business 
papers. Copy was carefully designed to 
carry the point that the Oregonian’s cam- 
paign was for the area and not, selfishly, 
the Oregonian. If the selfish aspect—and 
Hoyt’s paper of course stood to gain from : 
a community gain—had been permitted 
to protrude, Hoyt believes, the campaign 
would have been a failure. It was a 
success. It brought credit to the adver- 
tiser, results to the area. 

Hoyt carries this point a step further 
in his belief that Lincoln was right and 
the people will prevail. He believes to 
the point of practicing it that advertising 
must have the good of the public behind 
it or it won’t go over, and he cites as a 
fundamentally bad campaign the Na- 
tional Association of Manufacturers’ cam- 
paign to overturn OPA in the face of 
public opinion polls showing a prepon- 
derant majority of the public in favor 
of OPA retention. While legislative ac- 
tion does not immediately always follow 
public opinion, “the people still,” says 
Hoyt, “have the last choice.” 


The Creative Wan Corner 


The Nescafé advertisement reproduced 
here fairly well answers our recent ob- 
jections to another instant coffee presen- 
tation. It also provides an answer to our 
objection to so much testimonial adver- 
tising. 

However, we think today’s exhibit de- 
serves something more than postscript 
attention. 

The progression from Mr. Edward G. 
Robinson’s first quizzical inspection of 
the Nescafé bottle to his apparent delight 
at its contents once he has tasted this 
“roaster-fresh coffee” is one of current 
advertising’s neater illustrative tricks. 

Beneath it, a real old-fashioned clincher 
subhead makes Mr. Robinson’s experience 
believable and, perhaps more important, 
apparently transferrable, for instead of 
the usual (and usually phoney) testi- 
monial we find straight reason-why: 

“Roaster-fresh because in Nescafé all 
the fresh flavor of newly-roasted coffee 
is sealed in by added carbohydrates.” 

Actually this is not a testimonial ad- 
vertisement, nor does it pretend to be. 
Edward G. Robinson plays a part to il- 
lustrate a point. Nescafé does all the 
talking. And none of it, as in most ad- 
vertising which features moving picture 
stars, is double-talking. 
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Standard Outdoor Starts 


Operation as 


30 Concerns Join Plan | 
to Aid Advertisers’ | 
Use of Medium 


New York, June 13.— Thirty 
leading outdoor advertising com- 
panies from Portland, Me., to 
Miami, Fla., and from Butte, 
Mont., to Brownsville, Tex., have 
applied for membership in Stand- 
ard Outdoor Advertising, Inc. 
(AA, Nov. 12, 1945), which will 
formally launch operations this 
month. 

At a New York meeting—the 
date as yet undetermined—Stand- | 
ard will pass on applications for 
this first outdoor advertising “‘net- 
work” and will approve service, 
sales and promotion plans for the 
fiscal year starting next Septem- 
ber. 

These 30 companies, AA was 
told, represent more than one- 
fifth of the $50,000,000 national 
outdoor business done by more 
than 700 companies in the indus- 
try. 


Includes Four Major Firms 


Among the active backers of 
Standard Outdoor are heads of 
four of outdoor advertising’s “big 
six” companies: J. A. Zimmer, 
Central Outdoor Advertising Com- 
pany and the Packer Corporation, 
Cleveland; C. D. Blessed, Walker 
& Co., Detroit; E. C. Donnelly Jr., 
John Donnelly & Sons, Boston; 
and Leonard Dreyfuss, United Ad- 
vertising Corporation, Newark. 
Not participating are General Out- 
door Advertising Company, New 
York, and Foster & Kleiser, San 
Francisco. | 

Among the markets represented | 
by Standard will be Buffalo, 
Charleston, Clarksburg, W. Va.,| 
Cincinnati, Des Moines, Jackson-| 
ville, Lawrence, Lowell and Wor-. 
cester, Mass., Rochester and Wich- 
ita. | 

John Donnelly is president and | 
Mr. Dreyfuss treasurer of Stand- 
ard. Executive vice-president, | 
with headquarters at 525 Lexing- | 
ton Ave., New York, is John E.| 
Brennan, who for 14 years was| 
with Outdoor Advertising Incor-| 
porated. | 


Brennan Lists Objectives 


The new firm, a non-profit or- 
ganization, Mr. Brennan explained, 
parallels in a sense the National | 
Newspaper Advertising Network 
or a special representative firm in 
selling facilities in a specific group 
of markets, just as Outdoor Ad- 
vertising Incorporated parallels 
the Bureau of Advertising, ANPA, 
in selling the medium as a whole. 

Standard will prepare a manual 
presenting a code of operations 
for participants, and will develop 
a uniform policy on merchandising 
service for and by them. 

Participating companies agree, 
among other things, to announce 
and publish any change in show- 
ings or rates at least six months 
before the effective date of such 
change, and to provide Standard, 
for use in contacting advertisers 
and agencies, such data as pop- 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive | 
clipping service for collecting editorial | 
publicity, for making research and | 
market studies, for maintaining com- 
petitive adyertising files and for de- 
veloping sales prospects on certain 
types of products and services. 


Write for Booklet No. 20. 


BACON'S CLIPPING BUREAU 
La Salle-Wacker Bldg. Chicago, III, 


BUSINESS PAPERS e FARM PAPERS 
GENERAL MAGAZINES 


‘Network’ 


ulation, circulation and traffic flow 
maps; cancellation policy; quan- 
tity discounts, if any, and mer- 
chandising policy. 

The Standard policy does not 
involve special ‘package’ dis- 
counts to advertisers as part of its 
plan of presenting these markets 
and companies to advertisers. It 
will emphasize help in research 


and merchandising and simplified 
data on costs and coverage. A 
Standard field force will work 
with members to certify and check 
their facilities, and a sales force 
will present data on facilities and 
coverage to advertisers and agen- 
cies. The sales force will be ex- 
panded as participating plants— 
many of which are now sold al- 
most to capacity—are able to 
widen their facilities. A midwest 
office will be opened soon, in Chi- 
cago or Detroit. 


Starts Ad Drive 


Meanwhile, Standard will 
launch a campaign in advertising 


business papers next week. At 
the same time, a brochure on the 
organization as “Something New 
in Outdoor Advertising” will be 
mailed to advertisers and agen- 
cies. 

The promotion will emphasize 
that “participation is by invita- 
tion only. It is rigidly limited to 
plants that adopt, adhere to, and 
advocate Standard’s code of opera- 
tional practices. . . . Advertisers 
buying display space from Stand- 
ard Network plants are dealing 
with alert outdoor organizations, 
banded together in a broad na- 
tional network, all guided by the 


same high code of practices and 
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desire to help advertising agencies 
and their clients ‘get the most’ 
from this medium.” 


Capwell Appoints Hoefer 


John H. Hoefer Agency, San 
Francisco, has been appointed by 
H. C. Capwell Company, Oakland, 
Cal., to handle transit and direct 
mail advertising for the company’s 
fall millinery promotion. 


Hunter Appointed A. M. 


Al Hunter has been appointed 
advertising manager of J. K. Gill 
Company, Portland, Ore., succeed- 
ing Hal Johnson, retired. 


Smet 


NO. 3 OF A SERIES= 
HOW THE HAIRE MERCHANDISING PAPERS 
SERVE THE MERCHANDISING WORLD 


approved 
“super highways” 
of efficient distribution 


Direct—Straight—Non-Stop! Such a business highway is imperative for modern 


distribution, high level employment, expanding markets . . . in an era of 


high productive capacity. To cope with this necessity . . . advertisers and their 
agencies have learned that they must use direct methods of contact to reach 


and sell the specialized buyers of their products. That’s why 1,875 advertising 


agencies and 3,339 manufacturers placed 10,756 pages of advertising in 


the Haire Specialized Business Papers during 1945 .... an undeniable 


stamp of approval on these magazines as “super highways” of efficient 


distribution. Specialization, which governs all Haire Merchandising 


Papers, assures advertisers in each field of a direct and effective 


approach to “pay dirt” buyers in their specific fields. 


NOTION & NOVELTY 


REVIEW 


REVIEW 


CORSET and underwear 


ei 
FASHION 


ACCESSORIES INFANTS’ and 


NZ 


aoe ee 


— 


HOUSE FURNISHING 
REVIEW 


MERC 


CHILDREN'S WEAR | 


ae 
———— LUGGAGE and 
LEATHER GOODS 


—————— 


HOME \y CROC 


FURNISHINGS 


\\ w GLAS Sumi 


Linens & 


RERY Ss Domestics 


Merchandising 


HAIRE PUBLISHING COMPANY, 
New York 


Boston Pittsburgh 


Chicago * 


ok 


1170 BROADWAY, 


Detroit St. Louis 


NEW YORK 1, 


los Angeles - 


ERCHANDISING PAPERS oe 
- . = nformation Headquarters for Nine Major Markets 
\ 


eas 


ms. vs 


Atlanta * London 


eal alt 
ee 2 | 
: Sei 
= York, 
; Po & Co. 
Mf and | 
* ucts 
lumin 
3 of ho! 
: and « 
: used 
’ PO Pea 
es | 
Wil 
a en 
re NS —————— EE been 
2 gener 
‘d 3 er Se a es — 
; a are ae 
ie : . SS 0 
i 5 : a . 
| 3 : os i : : Es . 
| es | ; a a, , j 
sai : > Ie, a : 
is a o © , Leer : 
e | ee 
Be: | ee 
id ee | 
die 
Six 
i LT TTD a n A -_ = ST — orn oe {_____________- 
Le Lif 3 
| 
{ ae Tams : 
z= 
es Pe 
Ce — — 
E PO hips 3 i, eee i 4 sez as, a Pee oo ac ae ’ Spe as i ae By : : aa : E : 


>S 
t? 


a 


Advertising Age, June 17, 1946 


Three Appoint Seidel 


Seidel Advertising Agency, New 
York, has been appointed to 
handle the advertising of Joe End 
& Co., national distributor of toys 
and novelties; Nite Glow. Prod- 
ucts Company, manufacturer of 
luminous religious and novelty 
figures, and Giftmart, distributor 
of housewares. Trade publications 
and cOnsumer magazines will be 
used by all three. 


Pearson Named V.P. 

Willard M. Pearson, with Con- 
solidated Calcium & Minerals, Inc., 
Chicago, since its inception, has 
been appointed vice-president and 
general manager. 


Research Tops 
Agenda at NAEA 
Convention 


New York, June 13.—In a meet- 
ing largely devoted to the applica- 
tion of research data to advertis- 
ing sales, the Newspaper Adver- 
tising Executives Association met 
here this week in the most con- 


vivial atmosphere in many a long 
year, bolstered by the knowledge 


that newspapers as a medium have 
displayed surprising life in the 
past-few months. 

Repeatedly, at general sessions 
and at minor clinics, representa- 
tives of agencies, foundations, as- 
sociations and independent re- 
search companies told the news- 
paper advertising men about the 
present results of cooperative re- 
search and what such research 
can mean in the future. 

The association reelected Robert 
K. Drew, advertising manager of 
the Milwaukee Journal, as_ its 
president, and named two new 
vice-presidents, James W. Egan, 
advertising director, Toledo Blade, 


and H. V. Manzer, advertising di- ; 


rector, 
Gazette. 


Reed Heads Auditing 


One of the more important re- 
search developments was revealed 


Worcester Telegram- 


by Douglas Taylor, J. P. McKin- 


ney & Son, who told the news- 
paper men that research results 
would shortly be “audited” by a 
committee headed by Dr. Vergil 
Reed, associate director of re- 
search, J. Walter Thompson Com- 
pany, and that this audit would 
set a seal of positive approval 
upon individual newspaper re- 
search, and will obviate much 


LINENS & DOMESTICS is the only specialized magazine in its field— 


a “super highway” of approach from manufacturer to buyer in the 


4 


abroad. 


great linens and domestics markets. Advertisers who must reach 


the buyers of these products in the nation’s leading department 


stores, wholesale and resident buying offices know that 


LINENS & DOMESTICS’ specialized formula serves 


the primary interests of these buyers . .. and provides a 


high powered readership for advertising messages. 


Send for our complete fact folder. 


QUICK FACTS... 


For 20 years the spearhead of prog- 
ress and growth in the merchan- 
dising of linens and domestics. 


THE ONLY PUBLICATION DEVOTED 
EXCLUSIVELY TO THE RICH $400,- 
000,000 TO $500,000,000 LINENS 
AND DOMESTICS MARKETS. . . in- 
cluding Sheets and Pillow Cases, 
Blankets, Towels and Wash Cloths, 
Tufted and Jacquard Bed Spreads, 
Foreign and Fancy Linens, Com- 
fortables and Pillows. 


Edited by Julien Elfenbein — as- 
sisted by a picked staff of spe- 
cialized editers and field editors 
covering important market centers 
throughout the U. S., Canada and 


ABC net paid circulation—reach- 
ing linens and domestics buyers in 
leading department stores and the 
better specialty shops, whole- 
salers, resident buying offices and 
chain stores coast to coast... 
COVERAGE OF STORES DOING 
MORE THAN 70% OF THE TOTAL 
LINENS AND DOMESTICS VOLUME. 


Subscription renewals — on last 
ABC Statement — 78.37%. 


acl 


LINENS and DOMESTICS 


One of the 9 Haire Merchandising Papers 


1170 BROADWAY, NEW YORK 1, N. Y. 


Telephone: MUrray Hill 3-8700 
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agency cynicism now displayed. 
The second major development 
was the announcement by Alfred 
Stanford, director of the national 
division of the Bureau of Adver- 
tising, of a county-by-county an- 
alysis of newspaper, magazine and 
radio coverage, which will be 
available to newspapers within 60 
days. 


Ask Aid for Veterans 


The association adopted resolu- 
tions. standardizing payment for 
mat shrinkage, admitting educators 
to an auxiliary status in the as- 
sociation, and urging members to 
do all possible to increase employ- 
ment of veterans, both able and 
disabled. - 

J. W. Fleck, advertising director, 
Detroit Times, told the association 
his newspaper intends to contest 
the recent Supreme Court decision 
(Corn Products vs. Federal Trade 
Commission, April 23, 1945) which 
held in part that cooperative ad- 
vertising must be parcelled out 
equally to all of a manufacturer’s 
distributors, and that the names 
of all retailers in a newspaper’s 
circulation area must appear in 
advertisements featuring any of 
them. 


Gravure Service 
Organization Formed 


Acme Gravure Service, spe- 
cializing in production of nega- 
tives and positives to be sent to 
publishers, has been formed at 
4450 Ravenswood Ave., Chicago, 
with Walter H. Haase as presi- 
dent, Frank Gedraitus as vice- 
president and treasurer, and Rich- 
ard A. Calhoun as secretary and 
sales manager. 

Production of negatives and 
positives in one plant makes it 
possible for advertisers using sev- 
eral media to prepare only one 
piece of copy for gravure produc- 
tion, Acme points out, instead of 
supplying original material to each 
medium on the list. 


Monday, June 3rd, 1946 
the first INDIANA COM- 
MUNITY RELATIONS 
CLINIC for daily news- 
papers and manufactur- 
ers was held at New 


Castle. 


Host-publishers to the 
manufacturers were the 


INDIANA LEAGUE 
of 
HOME DAILIES 


Alexandria Times-Tribune 

Bicknell News 

Bloomfield World 

Bloomington World-Telephone 
Columbia City Post & Commercial Mail 
Decatur Democrat 

Elwood Call-Leader 

Frankfort Times 

Greensburg News 

Huntington Herald-Press 

Linton Citizen 

Martinsville Reporter 

Mt. Vernon Democrat 

New Castle Courier Times 
Plymouth Pilot & News 

Portland Commercial-Review & Sun 
Rochester News-Sentinel 

Rushville Republican & Telegram 
Shelbyville Democrat & Republican 
Spencer World 

Union City Times-Gazette 
Valparaiso Vidette-Messenger 
Vincennes Sun-Commercial 
Washington Democrat 

Winchester News & Journal-Herald 


Nationally represented by 


|Member of the American Association 
of Newspaper Representatives 
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ison E. Brainerd, Albany Public 

Albany Adclub Elects Service, secretary, and Paul Den- 

Ted Woodard, advertising man- nis, account executive with WOKO 
ager.of McManus & Riley, Albany, | and WABY, treasurer. 


N. Y., men’s. store, has been ssateieaicaeaiesiaiadaais 
Knight Agency Expands 


elected president of the Albany 
Advertising Club. Other officers | 

are: Frank McCue, promotion | Knight Advertising Company, 
manager of the Knickerbocker! Columbus, O., has leased the en- 
News, first vice-president; Ernest | tire second floor at 118 N. Third 
E. Hagen, district manager of|St., Columbus, where it has oc- 
Fitch Outdoor Advertising Com- | cupied a portion of the space since 
pany, second vice-president; Mad-| 1943. 


GAZETIE circulation sa. 1497 
GAZETTE advertising leod..433,178 ines 


SCHENECTADY { 


* 3 months ended March 31, 
** 4 months ended April 30, 
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1946 


- « You will find 
it a satisfying 
number because 
it opens the 
quick, sure way 
to the complete 
and economical 
handling of 
your production 
requirements. 


. Write or Phone for 

one of our Representatives 
—Let us show you samples of work 
we are doing for successful institutions. 


. 

FAITHORN CORPORATION 
Ad-Setters + Engravers + Printers 
400 N. Rush St., Chicago 11 * Whi. 2300 


PRINTING 


Ld 
DAY AND NIGHT SERVICE 


‘Ideological War’ 
ls Termed Public 
Relations Problem 


French Lick, Ind., June 12.—The 
| biggest battle currently being con- 
ducted is the struggle between 
_two conflicting public relations 
_ programs related to democracy 
and enterprise, John G. Mapes, 
/partner and general manager of 
| Hill & Knowlton, New York pub- 
lic relations firm, told the Na- 
|tional Fertilizer Association here 
| yesterday. 

_ The attack on enterprise and 
|democracy has been markedly 
successful in the past 12 years, 
Mr. Mapes said, aided by the in- 
experience of American business 
‘men, which leads them to seek 
|redress in the courts rather than 
corey their case to the public. 

_ The public’s decision is the im- 
| portant factor, Mr. Mapes empha- 
|sized, and said, “Our opponents 
/have known that fact for years. 
Long ago they packed away their 
|bombs, bought haircuts and got 
‘in line at the voting booths... 
|/They follow the safe yet sound 
“tactic of chipping away at the 
pillars of democracy in this coun- 
'try—business enterprise and the 
profit system.” 


Use Regular Techniques 
The foes of business, Mr. Mapes 


‘said, employ formalized tech- 
/niques, which he defined as: 
“1. The smear campaign, which 


operates on the principle that if 
/enough mud is thrown some of it 
| will stick. 

at 
| which consists of obscuring the 
|purpose of a cause or movement 
‘behind a misleading respectable 
/name. 

| “3. The false label technique, 
|which through the misuse of 
semantics identifies ‘black’ as 
| ‘white,’ or ‘dictatorship’ as ‘dem- 
| ocracy.’ 

| “4, The trailer trick, where a 
campaign of dubious popularity 
is hitched on to a program ot 
known appeal. 

“5. The stooge system, in which 
apparently disinterested people 
are used to dispense the party line 
—often without their knowledge.” 


| The public is protected against 
false labeling of merchandise by 
the Federal Trade Commission 
and the Pure Food and Drug Ad- 
ministration, Mr. Mapes _ noted, 
but the false labeling of ideas 
carries no penalty. Liberal, for 
example, used to connote oppo- 
sition to the tyranny of the state 
over the individual. “Today, self- 
styled ‘liberals’ are really working 
for the all-powerful state and the 
regimentation of the individual,” 
he said. ‘ ‘Conservative’ has be- 
come little more than an oppro- 
brious epithet to be hurled, along 
with ‘reactionary’ and ‘tory,’ at 
any business man.” 


As a result, he said, the public 
attitude toward business has 
switched from friendly respect to 
dull apathy, and voters “shed no 
tears when the wings of business 
get another clipping. Indeed, they 
don’t even complain too loud when 
their own rights and privileges 
are abused, whether by legislation 
or strikes.” 

The voice of American business 
is becoming more articulate, Mr. 
Mapes thinks, and he said the 
people are listening. He said many 
advisers counseled an all-out fight 
between business 
|“which are trying to kill off tra- 
ditional American institutions.” 
Mr. Mapes thinks business would 
be better advised to avoid an open 
fight, concentrating on selling the 
public on its value, and on the 
system of free enterprise as a pro- 
vider. 


The Trojan Horse tactic, | 


and forces) 


‘McCall's’ Boosts 
Price to 25 Cents; 


a az 
Follows ‘Journal 

New York, June 13.—Single 
copy price of McCall’s magazine 
will be raised from 15 to 25 cents 
with the September, 1946, issue. 
The Ladies’ Home Journal made 
a similar increase this month, but 
the Woman’s Home Companion 
has not yet taken such action. 

McCall’s advertising rates re- 
main unchanged at $8,200 for a 
black-and-white page and $10,700 
for four-color page, on a 3,280,- 
000 circulation guarantee. 

The Companion stays at $8,550 
for a black-and-white page and 
$11,300 for color, on a circulation 
guarantee of 3,600,000. 

The Journal, however, has had 
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several recent rate changes, the 
latest being from $9,700 to $11,400 
for black-and-white page and 
from $12,950 to $15,225 for four- 
color page with the July issue. 
The Journal has increased its rate 
base from 3,200,000 to 4,250,000. 


Rejoins Westinghouse 

Marcella Grace Liebeck, who 
left the Westinghouse Home Eco- 
nomics. Institute in 1944 to obtain 
a university degree in home eco- 
nomics, has rejoined the institute 
as central supervisor, stationed in 
|\the Mansfield, O., plant of the 
| Westinghouse Electric Appliance 
division. 


Willard Appointed 

Chester C. Willard has been ap- 
pointed merchandise director of 
Five-Day division, Associated 
Products, Inc., Chicago. 


Let WJW, 


BASIC 


BC Network 


CLEVELAND, O. 


Cleveland’s CHIEF 
guide you in this happy hunting ground .. . 
where prospects abound! 


Chief sTATION— your guide 
in the happy hunting alae 


Station, 


WJW local programs are planned particu- 
larly to reach and sell—the Cleveland money 
market. WJW gives more dialers per dollar 
. reaches more potential buyers . . 
any other Northern Ohio station! 


wJW 


REPRESENTED NATIONALLY BY Tiaiae rane ‘COMPANY 
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850 KC 


DAY AND NIGHT 
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WSGN CaNnlek: AUDIENCE! 


The February-March 1946 Hooperatings posted below are a 
further assurance of selling success for sponsors using WSGN. 


Percentage of All-Day Listening Audience 
8:00 A.M. to 6:00 P.M. 


AMERICAN BROADCASTING COMPANY 
THE NEWS- AGE-HERALD STATION 
| Represented Nationally by Headley-Reed 
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NOW! A HAIR TONIC 
WITH OLIVE OIL 


TRIM heir Tonic condtions 
your scalp as tt grooms your hair/ 


TEST COPY—This ad, which appeared 

in the Harrisburg Evening News, is part 

of Pepsodent's four-city test promotion 
for Trim (AA, May 27). 


Editorial Slant 
Best, Sikes Tells 
NAEA Copy Clinic 


New York, June 12.— Analysis 
of 900 advertisements culled from 


99 studies undertaken by the Con- | 


tinuing Study of Newspaper Read- 


ing, a project sponsored by the| 


Advertising Research Foundation, 
the ANPA Bureau of Advertising, 
the Four A’s and the Association 
of National Advertisers, makes a 
convincing case for editorial tech- 
niques as compared to standard 
copy treatment. 

This was the highlight of a copy 
clinic conducted by Alfred Stan- 
ford, national division director of 
the bureau, for agency copy men 
held in connection with the NAEA 
meeting here this week. 

The readership studies were 
jointly financed, and the attention | 
to copy themes is based primarily 


findings. The advertisements were 
broken down into three classifica- 
tions, technique used, size used, 
‘and class of advertisement. Re- 
peatedly, Mr. Sikes stressed that 
the study could not teach agency 
men how to prepare a sensational 
piece of copy, but that a flop could 
be avoided by studying the al- 
ready-calculated readership trends. 
| Copy appeals, the study showed, 
/ranked as follows: humor panels, 
Aunt Het-Poor Pa themes, comic 
| strip techniques, news photo illus- 
| eee, dominant photo illustra- 


tions, all above average in the 
order described; all-type copy, 
dominant art, incidental photos 
and art, sports cartoon treatments, 
and continuity panels, below aver- 
age in the order named. 


Gill Names Agency 


Gill Mfg. Corporation, Redlands, 
Cal., has appointed Beaumont & 
Hohman, Los Angeles, to handle 
its account. Initial advertising will 
feature a new electrical appliance 
in magazines and trade publica- 
tions. 


Appoints Burton Browne 


Agate Plastics Corporation, Chi- 
cago, has placed its advertising 
with Burton Browne, Chicago. Di- 
rect mail, point-of-sale and trade 
publications will be’ used now, 
with a consumer publication cam- 
paign to follow. 


Deutsch & Shea Named 


Deutsch & Shea, New York, has} 


been appointed to handle adver- 
tising for Rock-a-by Diaper Serv- 
ice, Inc., Pittsfield, Mass. News- 
papers and spot radio will be used. 


63 
Appoints Teplitz Agency 


Douglas Furniture Corporation, 
Cicero, Ill., has appointed Henry 


H. Teplitz Advertising, Chicago, to 
handle its advertising. 


eWE WORK FOR YOU! 


Free lance agency with nationally- 
known writer heading it, ghost writes 
your sales letters, advertisements, 
articles, stories, speeches, or handles 
publicity. National service. Outline 
your problem to * 


@FRANK JUDGE MAHE 
Board of Education Bldg. + St. Louis 


on the theory that a well-read ad- 
vertisement is less expensive than | 
a poorly-read one, Mr. Stanford 
said. H. H. Kynett, head of Ait- | 
kin-Kynett Company, Philadel-| 
phia agency, and chairman of the} 
administrative committee of the. 
Continuing Study, told agency 
men that the annual budget for 
the study is around $70,000 cur-| 
rently and that $330,000 has been 
spent in the past seven years. | 


Food Ads Studied 


The copy clinic centered on food 
advertisements, a classification 
picked because, Mr. Stanford) 
pointed out, (1) $30,000,000 is | 
spent annually in promoting food; 
(2) it is the biggest and fastest-_ 
growing class; (3) product differ- | 
ences are reasonably slight; (4) | 
food is sold largely in an en-| 
vironment where the consumer | 
makes his own choice; and (5) it. 
represents a huge mass sales po-| 
tential. 

The slide-film clinic itself was 
conducted by Allen B. Sikes, serv- | 
ice manager of the Bureau of Ad- 
vertising. The analysis of adver- 
tisements revealed: (1) that size 
and readership are not geared, and 
that small-space ads often com- 
mand readership far out of pro- 
portion to their size; (2) that edi- 
torial devices, such as comic strips, 
continuity panels, humor panels, 
and news photos used for adver-| 
tising will pull readership far) 
above conventional approaches | 
(although only 9.5% of space uses | 
editorial techniques, this 9.5% gets | 
20.7% readership). 

With charts, and sample adver- 
tisements rated percentage - wise, | 
Mr. Sikes outlined the bureau’s— 


| 


. «ts concentrated 52” of the great 
California DAIRY INDUSTRY 


which brings $115,000,000 yearly 
to the Beeline pocketbook 


HE VAST HERDS of fine dairy cows are something to see when you 
drive along the Beeline. Four of five California counties which lead 
in milk production are in this area . . . Stanislaus, Merced, Tulare, San 
Joaquin. So income from dairy products is an important part of the 
nearly TWO BILLION DOLLAR annual earnings of 1,518,000 people 


here. 


_ What is the Beeline? California's fertile central valleys, plus Reno 
and environs. A rich, responsive market where retail sales exceed San 
Francisco's. And all around the Beeline’s rim are mountain ranges 6,000 


to 8,000 feet high! 


These mountains mean that radio advertisers need to use stations 
INSIDE the market . . . Beeline stations. Combination rates permit the 
‘choice of best availabilities on each Beeline station. No line costs or 
clearance problems. Sales come easier in Inland California when you 


buy the Beeline! 


Sacramento, California 


Remember these 
5 BEELINE Stations 


... each a dominant HOME station, powered for a top-notch 
selling job in its own market area. NOT a regional network, 
. Beeline stations blanket California’s mountain ringed central 
valleys, plus Reno and wealthy western Nevada. 


KWG 


STOCKTON. American Broadcasting Company. 
: Established 1921. Primary coverage of San Joaquin 
and Stanislaus Counties. 
known station. 250 watts — 1230 kilocycles. 


Stockton’s oldest and best 


: KFBK KERN 
Sacramento (ABC) Bakersfield (CBS) 
: Estab. 1922 Estab. 1931 

: KOH KMJ 

: Reno (NBC) Fresno (NBC) 

: Established 1928 Estab. 1922 


cClatchy Broadcasting Company 


Paul H. Raymer Co., National Representative 
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: Appoints Rippey Agency | Buys Test Kitchen 

= Wilcox Electric Company, Kan- Henri H. Dutz, with Swift & Co. 
sas City, Mo., maker of radio| prior to the war, has acquired 
transmitters, radio control equip-| Meta Given’s Home Economics 
ment, radio receivers and aircraft | Kitchen, Chicago. He has retained 
radios, has named Arthur G.| Miss Given’s entire staff and Miss 
Rippey & Co., Denver, to handle! Given will serve temporarily in an 
its advertising. |advisory capacity. 


New Hampshires 
sky UME 


Po SR so wd “2 
aig N[v END 


There’s an “UP-rising” 
in New Hampshire! 


A lively, thriving upsurge in market 
opportunities. Established industry is 
expandimg, new industry is moving in. 
Payroll totals are reaching a new 
high, founding a market structure of 
firm stability now — and for the fu- 
ture. To completely cover this market 
of assured and growing purchase 
power, use New Hampshire’s ac- 
cepted Metropolitan daily, the Man- 
chester Union-Leader . . . over 43,000 
circulation . . . the only paper that 
truly “‘Covers the State.” 


the WIANCHESTER 
Wion-LLEADER 


MANCHESTER, NEW HAMPSHIRE 


Jj; 


wm 


Wancetstre Laon. ¥ 
pee 


DSRS SIT 


ba! | ” 
More factories are moving in 
- .- « new industries . . . plus 
accelerated expansion of long 


An Schedule Markel? 


established industries . . . one 
plant alone adds 1,000 em- 


ployees. 
Chamber of Commerce reports 
largest payroll period in his- 
tory of the city. Retail Sales at 
Write” ioday fe tfoli 
r for _ portfolio 
y  aaeaaal - «+ Your Test 
Man Union-Leader, the 
itan daily ... 
,000 circulation. 


_ 
NATIONALLY REPRESENTED BY GEORGE A. MCDEVITT COMPANY 


NERAL MANAGER 


aie. . 
5000 WATTS TULSA,“ OKLAHOMA 


FREE AND PETERS, Natifonal Representatives 


Brand-Name Ads 
Are No ‘Luxury,’ 


AFA Head Insists 


Borton Tells PUAA 
of 'Defense' Plans; 
Promotion Upheld 


Atlantic City, June 11.—Several 
best-seller publications to which 
has been attributed the implica- 
tion that brand-name advertising 
is a “needless luxury and engaged 
in at the expense of the buying 
public” were taken to task by 
Elon G. Borton, president of the 
Advertising Federation of Amer- 
ica, during the 3lst annual con- 
vention of the Public Utilities Ad- 
vertising Association here this 
week. 

Mr. Borton told 100 delegates 
attending the meeting at the Tray- 
more Hotel that “‘advertising’s con- 
tribution to distribution has made 
possible a higher standard of liv- 
ing at lower cost because of the 
mass acceptance of* the brand- 
name product.”’ 

He told of plans of the Adver- 
tising Federation of America, re- 
garded as the “parent” body of its 
kind in America, to embark on a 
campaign to promote a_ better 
understanding and _ appreciation 
of the aims of advertising. The 
federation recently issued a state- 
ment of policy in defense of ad- 
vertising, Mr. Borton said (AA, 
June 3). 


Asks Budget Data 


E. Norwood Pope, of the Caro- 


lina Power & Light Company, Ra- 
leigh, N. C., retiring president of 
the Public Utilities Advertising 
Association, called for a widening 
of the group’s activities to include 
the supply to new members of in- 
formation on advertising budgets 


of other utility companies. New 
members, he said, “as well assome 
not so new,” are being supplied 
with funds arrived at arbitrarily 
and in most instances woefully 
inadequate. 

“Regardless of the amount of 
the budget, whether considered 
adequate or otherwise, it should 
be of interest to every member to 
know what comparable companies 
serving similar areas are spending 
through the various media, and 
what percentage of the total 
budget is being allocated for the 
promotion of various services,” 
Mr. Pope said. 

“It is only natural utility adver- 
tising members should look to this 
association as a source of such in- 
formation,” he said. “Creation of 
a vehicle for determining public 
opinion is essential to the wise ex- 
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penditure of utility advertising 
funds. 

“The influence of war upon 
public thinking makes it more im- 
portant that we give consideration 
to means of determining public 
attitudes,” he asserted. 


Good Public Relations Vital 


“I believe the public wants to 
be fair, but in order to be dealt 
with fairly we should have some 
knowledge of what is influencing 
public opinion and the type of in- 
formation desired to bring the in- 
dustry to the attention of the pub- 
lic in favorable light.” 

The outgoing president urged 
revision of association by-laws to 
limit membership to representa- 
tives of private industry so as to 
avoid “embarrassment in discus- 
sion” with representatives of pub- 


the appointment 


of 


Mr. LOUIS F. JOHNS 


as General Superintendent of 
the Wallace Miller Organization 


Mr. Johns comes to 


us with a background of fine plate making experience to 
round out a group-of fine craftsmen in assuring you the 
BEST IN LETTER PRESS PRINTING PLATES. 


WALLACE-MILLER CO. 


466 West Superior Street + Chicago 10, Illinois 
all phones SUPerior 7440 


zk * * 
Ye Spake a 
Parable Mr Baum! 


IN WACO.... 
INDUSTRY LS 
ECSTATIC! 


We quote from your Saturday Evening Post article of April 6th: 


Reprint from Mr. Arthur ; 
Baum‘s recent article 
“Texas Has Something- 
New to Brag About.” 


THE WACO NEWS-TRIBUNE 


THE WACO TIMES-HERALD 


(On Sunday It’s the Tribune-Herald) 


NATIONAL REPRESENTATIVES—BURKE, KUIPERS AND MAHONEY 


Your comments on Texas in gen- 
eral and Waco in particular were 
extremely interesting and mighty 
accurate—your reputation as a 
business prophet.is firmly estab- 
lished. 


No less firmly established, we be- 
lieve, is our reputation for serving 
34,000 families im this rich terri- 
tory with newspaper reading each 
morning, afternoon and Sunday. 


Advertising placed here will pull 
—with all the energy and vitality 
that characterizes the fine central 
Texas market. 
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licly-owned utilities. 

“Much of the criticism lodged 
against the utility industry during 
the past few years is the result of 
an organized propaganda cam- 
paign conducted by public power 
advocates,” he pointed out. “I fail 
to see how this association can 
serve the best interests of the pri- 
vate utility companies as long as 
membership is open to agencies 
whose express intention is to so- 
cialize the industry. 

“In a battle for existence it is 
not customary for opposing forces 
to map their strategy at the same 
conference table. Inasmuch as it 
is not within our province to fix 
the policy of our respective com- 
panies, it is now our privilege to 
decide against the use of adver- 
tising which may not be discussed 
freely without embarrassment.” 


Holds Responsibility 


Ted Crosby, assistant to the 
president, National Association of 
Electric Companies, Washington, 
D. C., said that organization, com- 
posed of 108 operating utilities and 


regarded as the national spokes- 
man of the industry, has an im- 
portant responsibility to the pub- 
lic in “debunking” the principles 
of public ownership. 

“Whenever utility men have the 
opportunity to put the spotlight on 
the fallacies of public ownership 
they should do so,” Mr. Crosby 
said. “However, we should func- 
tion not so much on a policy of 
being against something as on a 
policy of being for things—private 
enterprise, lower electrical rates, 
a higher standard of living and the 
communities in which we oper- 
ate.” 

Charles J. Allen, Waterbury, 
Conn., vice-president of the Con- 
necticut Light & Power Company, 
was elected to succeed Mr. Pope 
as president of the PUAA. Other 
officers are: Ted B. Ferguson, vice- 
president of the Texas Power & 
Light Company, Dallas, 1st vice- 
president; Harold S. Metcalfe, ad- 
vertising manager, West Penn 
Power Company, Pittsburgh, 2nd 
vice president; Dale Remington, ad- 
vertising manager, Wisconsin Pub- 


Again... 
HOUSTON POST 


LEADS WHOLE NATION 
IN RETAIL FOOD LINEAGE 


Ahead in 1945 in South’s 
RICHEST Market 


v¥v Check the five 


It’s important to ad- 
vertisers going into 
Houston that the Hous- 
ton Post led the whole 
nation in retail grocery 
lineage during 1945... 


V 1. Because this is 
proof that Houston mer- 
chants (who know the 
market best!) bulk 
their advertising in the 
Post. They have discov- 
ered Post advertising 
gets a far greater return 
for every dollar spent! 


v 2. The Houston Post is 
a family-read news- 


paper. 
v 3. The Post carries 25 
of the most popular 


comic strips in America. 


reasons why... 


Vv 4. It’s the only Hous- 
ton paper carrying a 
complete market page 
and offering both Agso- 
ciated Press and United 


Press news dispatches. 


VS. The Post is the 
paper that is “on the 
move” in Houston — in 
circulation, in advertis- 


ing lineage. 


The Post has proved 
itself as the best me- 
dium for reaching this 
rich market. Try the 
Pwat .«. 


will find that you get 


and you, too, 


the most from the 


Houston Post. 


Represented by 


BURKE, KUIPERS 


& MAHONEY, INC. 


THE HOUSTON POST 


First in the Texas Morning Field in City and Suburban Circulation 


lic Service Company, Green Bay, 
3rd vice-president; Roy Knox, ad- 


vertising manager, Birmingham 
Electric Company, Birmingham, 
Ala., reelected secretary, and 


Mead Schenck, advertising man- 
ager, Inter-State Power Company, 
Dubuque, treasurer. 

Named to the board of directors 
were: Fred E. Eriksen, Wisconsin 
Electric Power Company, Milwau- 
kee; William B. Hewson, Brook- 
lyn Union Gas Company, Brook- 
lyn, N. Y.; J. K. Flanagan, Florida 
Power Corporation, St. Peters- 


burg, and Arthur P. Kelly, Ro- 
chester Gas & Electric Corpora- 
tion, Rochester, N. Y.. 


Forms Partnership 

George W. Hall & Co., San 
Francisco food sales representa- 
tive, has become a_ partnership 
under the name of Hall-Roepke 
Company. Carl F. Roepke, for- 
merly West Coast sales manager 
of Minnesota Valley Canning Com- 
pany, is the new partner. The 
company will handle food ac- 
counts throughout the northern 


California territory and in Reno. 
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Five Star Names Butler 


Five Star Mysteries, Inc., New 
York, publisher of mystery stories 
in pocket-sized format, has ap- 
pointed Butler-Advertising, New 
York, to conduct a national pro- 
motion program through news- 
papers exclusively. 


De Pierro to Buchanan 


Anthony C. De Pierro, formerly 
media and research director of 
Paris & Peart, New York, has 
joined Buchanan & Co., New York, 
as media director. 
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Did YOU miss out on 
A GOOD BET? 


If you were one of the many who missed out on The Rapid 


Way No. 11, here is your chance to get a copy of the reprint 


issue No. 13. Its graphic demonstration of electrotypes and 


mats for national newspaper advertising has been acclaimed 


from coast to coast. 


Also, now is the time to have your name added to the mailing 


list to receive these highly informative bulletins. They 


belong in the personal file of every advertising executive 


concerned with national newspaper advertising. 


Write today for No. 13 and future issues. 


NEW YORK PLANT: 
Atlantic Electro, & Stereo. Co. 


SAN FRANCISCO PLANT: 


Vanderbilt 6-3286; Teletype: NY 1-1323 


Rapid Electrotype Co.; Douglos 8427 


DETROIT PLANT: 
Northern Electrotype Co. 
Madison 6780; Teletype: DE 91 


CHICAGO OFFICE: 


ud ExectRoTYPE. Co 


World’s Largest Advertising Plate and Mat Makers Specializing in 
Distribution Direct to National Newspapers and Local Dealers 


Main Plant: CINCINNATI 14, OHIO © Parkway 3577; Teletype: Cl 496 


PHILADELPHIA PLANT: 
Rapid Electrotype Co. 
Rittenhouse 5902 


ATLANTA OFFICE: 


Rapid Electrotype Co.; Dearborn 2016 Rapid Electrotype Co.; Walnut 8113 
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GENERAL 


MAGAZINE 


LIWAGE TREND 


OUTDOOR 


r—1946—. 1945 
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4700 - 


1,500 - 
4300- 
4100- 


JUNE ADVERTISING LINAGE 


50 - 


r—!946— 1945 
MAY SUWE SME 


=r 1945 
MAY SUWE SWE 


r—l946—~ 1945 
MAY  GSUNE SWE 


7—l94b6—~ 1945 
BRILL MAY MAY 


-—l946—, 1945 
MAY Sve SWE 


7—1946—\ 1945 
MAY JUNE SWE 


IN NATIONAL MAGAZINES 


Reynolds Pen Hunts 
Package Radio Show 


Although it failed to reach an 
agreement with Bing Crosby, Rey- 
nolds International Pen Company, 
Chicago, maker of Reynolds ‘‘400” 
pens, is still searching for a pack- 
aged top ranking radio show, 
Franklin, Lamb, president, said 
last week. 

Mr. Lamb told AA that he fav- 
ors transcriptions of top radio pro- 
grams which, he declared, would 
when carefully produced compare 
favorably with live shows. 
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Don Smith Appointed 


Don Smith, former sales man- 
ager of General Excavator Com- 
pany, Marion, O., has been ap- 
pointed vice-president and direc- 
tor of sales, Milwaukee Hydraulics 
Corporation, Milwaukee. 


Ford Appoints Miller 

J. C. Miller, formerly account 
executive with Cockfield, Brown & 
Co., Toronto, has been appointed 
advertising manager of Ford 
Motor Company of Canada, Wind- 
sor. 


*% 
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dent of the Advertising & Sales | 
Club of Kansas City, | 


Executives 
Mo. 

Other officers elected are: First 
vice-president, R. H. Montgomery, 
vice-president and manager, Good- 
lander Mills Company; second 
vice-president, W. D. Howze, sales 
promotion manager, Western Auto 
Supply Company; third vice-presi- 
dent, Nadine Miller, public infor- 
mation service, Board of Educa- 
tion; secretary, Alex J. Alberg, 


John G. Mapes, for 12 years in 
_charge of the public relations de- 
|partment of the American Iron 
|and Steel Institute, and Bert C. 
|Goss, who retained a similar post 
| with the Aircraft Industries Asso- 
ciation and was formerly business 
editor for Newsweek, have been 
'named partners in the public re- 
|lations firm of Hill & Knowlton, 
|New York. The firm is public re- 
|lations counsel for both organiza- 


announcer 
with Canadian Broadcasting Cor- 
poration’s Toronto stations, CJBC 
and CBL, has been appointed 


radio director of F. H. Hayhurst | 


Company, Toronto. 


Ruben Opens Offices 


Ruben Advertising Agency, a 
newly formed Detroit agency, has 
established its offices at 707 Ham- 
mond building. 


EXPORT AGENTS: American Paper 


Exports Inc., New York, U. S. A. 


Cable Address: APEXINC — New York 
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Spalding Brings Rubber WHY A NATIONWIDE 


4 Golf Balls Back—Alive The MARITIVE STRIKE Ie T te Amen Pa SHIPPING STRIKE JUNE 15" 
s A. G. Spalding & Bros., Chico- pera tneed Sxetstes sasge essa 
* . ° . pee, Ry mgt “ a a campaign ‘ “Do We...or Don’t We...Want 

reak in the June 17 Life and the P 

’ Pick the Publication July 6 Saturday Evening Post, An American Merchant Fleet?” ~. 


will announce the return of its 
war casualty, live rubber golf balls. 

These are the first in a Series 
of ads which will continue through 
the summer. Ads will also tell of 
the return of the Bobby Jones and 
| Jimmy Thomson golf clubs. The 


To Meet the Demands of the Union Leaders 
Will Drive the American Merchant Marine 


which Top-Rated Dealers Prefer 


OP-RATED dealers voted American 
4 Lumberman their first choice among na- 
tional lumber and building material dealer 
papers in a recent survey of all dealers 
rated over $25,000. 


CIRCULATION UP 1500 SINCE DEC. 31, 1945 
A GAIN OF NEARLY 50°, IN 4 YEARS— 
NOW 15,000 


magazine series will supplement 
weekly ads nOw appearing in 55 
newspapers across the country. 
Hanly, Hicks & Montgomery, New 
York, is the agency. 


Southern Ohio Aviation, offering 
chartered flights and _ aviation 
equipment, has appointed Hutzler 
Advertising Agency, Dayton, O. 


Lyon Adds Two 


W. D. Lyon Company, Cedar 


Rapids, Ia., agency, has appointed director, and Mrs. Jane Rice, for- ” 7] » 
Robert Nunn, returned veteran and | merly with Russel M. Seeds Com- Giant Graphic 
7 
Arts Center 


former assistant art buyer, Sears, | pany, Chicago agency, to the radio 
q Roebuck & Co., Chicago, as art| production department. 
Planned in N. Y. 
New York, June 12.—Plans were 


disclosed this week for the con- 
struction of a $20,000,000, 13-story 
Graphic Arts Center, on a site 
covering three city blocks on Man- 
hattan’s west side, to provide 
much-needed space for New 
York’s billion-dollar printing and 
publishing industry. 

The project was announced by 
Robert L. McClure, real estate 
man and investment banker, rep- 
resenting Nordblom Associates, 
Inc., sponsor of the undertaking. 
Given early approval by the 
Civilian Production Administra- 
tion, the sponsor hopes to com- 
plete the building by late 1947, 
Mr. McClure said. 

The center, described as “the 
largest commercial -industrial 
structure in the East,” will con- 
tain 2,250,000 square feet of floor 
space and be designed and con- 
structed to accommodate presses 
and other heavy equipment of the 
printing, lithographing and allied 
trades. The four-acre site for the 
building faces on West End Ave. 
between 62nd and 65th Sts., and 
will be acquired from the New 
York Central Railroad. 

While applications have been 
filed for a considerable amount of 
space in the center, leases will not 
be signed until exact cost of the 
project has been determined and 
rent schedules can be worked out, 
Mr. McClure said. 


7 Appoints Hutzler 
rABC The AMERICAN STEAMSHIP COMPANIES 


BOTH SIDES—The American Steamship Companies and the Committee of 
Maritime Unions both used full page space in newspapers throughout the 
country last week to discuss their respective problems. 
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» | Test your word knowledge 


; & of Paper and Printing 


+ 


ny 


2. Alum 


1. Fake Color 


(0 Faked black plate from color copy 
() Distorted color separation 
Cj Color plates from monochromatic copy 


C) A kind of pulpwood 
(] Aluminum sulphate used in paper 
() Egg white used in photo paper 


ny 


Jackson Reelected Head 
of ANPA Division 


P. L. Jackson, publisher of the 
Oregon Journal, Portland, has 
been reelected president of the 
Pacific Coast division Bureau of 
| Advertising, American Newspaper 
Publishers Association, 

Other officers named were: First 
| vice-president, Lester G. Bradley, 
|publisher, San Diego Union and 
Tribune-Sun; second vice-presi- 
dent, William K. Blethen, asso- 
‘ciate publisher, Seattle Times; 
| secretary, Roy A. Brown, pub- 
lisher, Independent, San Rafael, 
Cal., and treasurer, J. L. Cau- 
a thorn, president, San Francisco 
: | News. Norman Chandler, presi- 


ny 


4. Multifect 


3. Serif 
C) A Gothic type face 


ad — A fine line in a type character 
[] An engraver’s tool 


[) A plastic electro mold 
C] A binding process 
[) A paper for volume printing 


sd ANSWERS 


ny 


iny 


| Fake Color is the production 
of color plates from monochro- 
matic (single hue) copy. Beautiful 
color work, from the simplest to 
the most subtle, reproduces with 
glowing fidelity against the clear, 
rich whiteness of Levelcoat* — finer 
printing papers by Kimberly-Clark. 


y] Alum is aluminum sulphate, 
used to set the size, fix color 
and flocculate the clay in paper. 
To protect Levelcoat uniformity, 
Kimberly-Clark makes its own alum, 
using carefully selected clay and 
pars des acid. No element of 
quality is ever left to chance. 


3 A Serif is a fine line in a type 
character, generally at the top 
or bottom. The clear, incisive char- 
acter of good typography is pre- 
served and helehnonad when im- 
wressed on Levelcoat — considered 
* thousands of printers a paper 
of unsurpassed quality. 


4 Multifect is a Kimberly-Clark 
paper especially processed to 
combine economy and fine print- 
ability for big-volume press runs. 
Outstanding uniformity, bright- 
ness, ink affinity and opacity make 
Multifect paper a splendid medium 
for more effective printed selling. 


Koval Appointed A. M. 


|/dent and general manager, Los 
* | Angeles Times, will again head the 
advisory board. 


PRINTING PAPERS 


If our distributors cannot sup- 
ply your immediate needs, we 


A PRODUCT OF 


solicit your patience. There will Kimbe 

be ample Levelcoat Printing ‘ 

Papers for your requirements Clark 
RESEARCH 


when our plans for increased 
production can be realized. 


KIMBERLY-CLARK CORPORATION 


NEENAH, WISCONSIN 


—- > 


* TRADE MARK 


Francis V. Koval, who joined 
the Chicago and North Western 
/Railway System, Chicago, as pub- 
licity manager in 1943, has been 
| promoted to advertising and pub- 
| licity manager. Raymond P. 
| Schager, formerly chief clerk, pub- 
lic relations department, has been 
advanced to assistant advertising 
manager. 


| Norman Mack Moves 


| Norman A. Mack & Co., New 
| York agency, has moved to new 
office space at 37 W. 57th St. 
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Despite Setbacks, 


Future of Canned 
Meat Called Bright 


Industry Prophets 
Undaunted by UNRRA 


—or Former G.l.s | 


(Picture on Page 83) 

Chicago, June 12.—To an ex- 
G.I, the future of canned luncheon 
meat might seem grim. But to) 
meat canners, temporarily set} 
back in their postwar plans by | 
the government’s seizure of 60% 
of the canned meat output for 
UNRRA, the long-range outlook is 
bright. 

Canners will continue to back 
up their faith in canned luncheon 
meat—and canned meats in gen- 
eral—with cash on the line. Sev- 
eral revealed that extensive pro- 
motions and new additions to their 
canned meat lines are in store, but 
refused further information “at 
present.” 

Estimates as to when more 
ample supplies of canned meat 
will become available to consumers 
were vague. “Perhaps a year 
from now,” some ventured. De- 
spite this, meat canners are con- 
tinuing costly advertising programs 
whose goal is to keep familiar 
packages and labels before the 
public and sell whatever stocks 
become available. 


‘Wrigley Did It’ 


“Wrigley did it,” said an adver- 
tising manager of one of the lead- 
ing meat packers. “And so can 
we.” 

Some predict a 25% reduction in 
consumer supplies of canned meats 
during the next six months, as 
compared to the similar period 
last year, although July-Decem- 
ber is the “heavy” meat canning 
season. Others predict “no imme- 
diate scarcity.” 

One of the latter is Norman 
Draper, public relations director 
of American Meat Institute, whose 
organization will run _ full-color 
bleed pages in Life June 28, The | 
Saturday Evening Post July 20,| 
and in July issues of McCall’s and | 
Woman’s Home Companion. These | 
will concern canned, “ready-_ 
cooked” meats, and will stress) 
canned luncheon meat in particu-| 
lar. | 

“IT doubt if there will be wi 
scarcity of canned luncheon meats, 
at least soon,” said Mr. Draper. 
“There was a lot of this com-| 
modity ‘in the pipelines’ before | 
the government order went into | 
effect, and by the time this sur- 
plus is used up, the picture might 
change considerably.” 

Can Manufacturers’ Institute, | 
New York, is another organiza- 
tion. which is promoting canned | 
meats extensively. June ads ap-| 
pearing in American Home, The| 
American Weekly, Ladies’ Home | 
Journal, Parents’ Magazine and in 
metropolitan Sunday papers il-| 
lustrate tempting platters of) 
canned luncheon meats and other | 
canned products. | 

Some canned meat representa- | 
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tives of the larger packing houses 
admit that ad budgets may have 
to be scaled down after July or 
August, when present contracts 


expire, but add that advertising| 


definitely will be continued, even 
if on a somewhat reduced scale. 
Others report no change in promo- 
tional plans. 


Wilson Official Philosophical 


“The sOoner government com- 
mitments are fulfilled, the sooner 
restrictions will be lifted,’ said 
Russell M. Smith, manager of the 
canned meat department of Wil- 
son & Co., whose canned luncheon 
meat, Mor, is currently advertised 
in national magazines. Mr. Smith 
was Wilson’s representative at the 
recent Washington meeting be- 
tween Department of Agriculture 
officials and spokesmen for the 
packers, canners, can makers and 
their associations. 

At that meeting, the government 
scrapped its canned meat setaside 
order which had gone into effect 
barely three days earlier, and is- 
sued a new order designed to ob- 


tain more canned meat for relief 
shipments abroad within the next 
few weeks. Barring future rulings 
or alterations, this order remains 
in effect until Dec. 31. 

It provides that federally-in- 
spected slaughterers and canners 
may produce canned meat for 
civilian consumption only after 
delivering to government agencies 
60% of each week’s total output. 
Delivery must be made within two 
weeks after the week of produc- 
tion. Any canned food containing 
20% or more meat or meat by- 
products is affected. After July 13, 
the government will take 75% of 
the beef setaside and 50% of the 
pork setaside. With the exception 
of Swift & Co.’s Prem, which con- 
tains some beef, practically all 


canned luncheon meat is made| 


from pork. 

The former ruling, now dis- 
carded, provided that all canned 
meat packed by  federally-in- 
spected plants in containers of 
more than 10% ounces must be 
offered first to the government. 
Since luncheon meat is packed in 


12-ounce tins, this order, as one 
packing executive described it, 
“put us out of the luncheon meat 
business.” 


Frozen Meats No Problem 


Neither fresh nor fresh-frozen 
meats threaten the major gains 
made by canned meat since 1937, 
and particularly since the advent 
of World War II, according to the 
packers. Life estimated recently 
that 70% of the urban U. S. used 
canned meat in 1940 as against 
18% in ’37, and it is said that to- 
day 68 out of every 100 families 
in the nation have tried canned 
meat in one form or another, 
while 23 out of 100 families were 
familiar with canned meat before 
the war. 

The return of G.I. Joe hasn’t 
dampened the spontaneity of the 
luncheon meat canners one whit, 
even though Joe was one of 
canned meat’s. severest critics. 
Geo. A. Hormel & Co.’s Spam suf- 
fered the brunt of this criticism, 
probably because of its progeni- 
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vertising. Consequently, and in 
overseas theaters particularly, 
Spam became the common mis- 
nomer of all canned luncheon 
meat, in G.I. vernacular. 

Even though it was authori- 
tatively established that the 
Army’s canned luncheon meat 
was made by several different 
manufacturers according to U. S. 
Army quartermaster specifica- 
tions, the myth persisted. Spam 
defenders pointed out that genu- 
ine Spam was a special high- 
grade compound of ham and pork 
shoulder, packed only in 12-ounce 
tins, and retained liquids in the 
meat, whereas the Army’s bulky 
package contained “loOse juice.” 
But G.I. Joe didn’t care—it was 
all “Spam” to him, and in the 
words of a famous Yank cartoon, 
he said, “To hell with it!” 

Those who recall the corny 
jokes once widely circulated about 
early Ford cars, and the manner 
in which Ford capitalized on them, 
can understand why meat can- 
ners and luncheon meat packers 


tor’s early start and extensive ad-|are not worrying about the pos- 
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sible antipathy of ex-G.I.s toward 
their products. Army coffee took 
its share of “griping” too, but this 
is still a nation of coffee drinkers. 


Hormel Continues Ads 


Hormel meanwhile continues to 
advertise Spam in media such as 
Better Homes & Gardens, Time and 
This Week Magazine. The company 
started marketing canned meats 
in 1926 with its ‘“Flavor-Sealed” 
whole tinned hams. Spam was 
introduced in 1937, and in 1940 
outsold its nearest competitors 
more than two to one. Last year 
the company marketed 550,000,000 
pounds of pork, lamb, beef and 
canned meats, and preparations 
are under way to introduce Spic, 
a shortening. Arf, a dried dog 
food, went on the market recently, 
through the Minneapolis office of 
BBDO. 

Officials at Swift & Co., maker 
of Prem, described the immediate 
future as “hard to predict,” but 
expressed confidence in Prem’s 
future. Government restrictions, 
they said, have cut down sales, 


although Prem, along with most | 


other canned luncheon meats, has 
been doing “about three times the 
amount of consumer business” 
previously handled. The company 
will continue its present advertis- 
ing of Prem, calling for ads in 
The American Weekly, Better 
Homes & Gardens, Family Circle, 
Ladies’ Home Journal and Wom- 
an’s Day, and its regular ABC 
Breakfast Club program on 
Wednesday mornings. A _ typical 
full-page, full-color ad in the 
June Better Homes & Gardens 
stresses Prem’s beef-pork com- 
bination with the headline, “It 
costs no more to get the one with 
tender beef added!’ Copy empha- 


sizes better flavor, better nutri-| 


tion and better texture, with the 
added admonition, “Three to one 
prefer beef added.” 


No Change in Promotion 


Armour & Co. officials said the | 
company is continuing its program | 


along wartime advertising lines. 
It uses national women’s maga- 
zines and such weeklies as Col- 


lier’s, Life and SEP, on a stag- 
gered basis, to promote Treet, 12- 
ounce canned luncheon meat. The 
product also is advertised in the 
Metropolitan Comics Group. 
Wilson & Co. reported no change 
in promotional plans at present 
for its product, Mor, which will 
continue to be advertised in Fam- 
ily Circle, Good Housekeeping, 
Ladies’ Home Journal and The 
Saturday Evening Post. 
Explaining that only 20% of the 
live weight of a hog is pork set- 
aside, one Wilson executive said 
that the company might use some 
of the cuts formerly shipped fresh 
to replace canned luncheon meat 
purchased by the government. 


Cudahy Plans Uncertain 


Cudahy Packing Company, 
maker of Tang, and Oscar Mayer 
& Co., which makes a 12-ounce 
canned luncheon meat under the 
company’s name, said that nothing 
has been decided yet concerning 
future promotional plans. Cudahy 
advertises principally west of the 
Mississippi, using magazines such 


as Family Circle and Western 
Family and daily newspapers. 
After the first of the year, Oscar 
Mayer began experimenting in 
the Chicago area with a one- 
pound box of frozen corned beef 
hash, a “laboratory baby.” Pres- 
ent market conditions have made 
it difficult to say what the future 
of such products may be. Libby, 
McNeill & Libby has been experi- 
menting with a similar product. 


Discusses Future 


An official of Illinois Meat Com- 
pany, maker of Broadcast Redi- 
Meat, said that promotional plans 
would not be affected by current 
developments. The company ad- 
vertises mainly in metropolitan 
areas, using streetcar and. bus 
cards as well as newspapers and 
radio. Asked about canned lunch- 
eon meat in general, he described 
it as a “big item” in future mar- 
kets, and said that when things 
get back to normal “we have plans 
which we cannot reveal at pres- 
ent.” 

As to foreign markets, the con- 
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UF Tit REWARD: 


Read Letter on Opposite Page. It is Only One Among Thousands of 
Indications that in Every Building Emergency, the Thinking and Leader- 
ship of the Building Industry’s First Publication is Far, Far in Advance 


31-YEAR-OLD advertisement for Cadillac Cars, 

headlined “The Penalty of Leadership,” was 

recently acclaimed the finest single advertisement 
ever published. 


In those days, the “motor car” was still in diapers. 
Two groups of Detroit manufacturers, many of 
whose names are now forgotten, were jockeying 
for position. One group favored the four-cylinder 
engine. The other as loudly favored the Six. 


Cadillac blew the whole controversy wide open. 
Cadillac anhounced not a Four, not a Six, but an 
Eight! 


Shouts of derision echoed from coast to coast. 
Cadillae’s competition bitterly assailed such non- 
sense. The public listened, bewildered. Had 
Cadillac pulled one of the bonehead plays of all 
time? 


Theodore F. MacManus, Cadillac advertising 
agent, locked himself in his office and wrote the 
finest advertisement of all time—the famous 
“Penalty of Leadership.” 


The rewards were not long in coming. Overnight, 
the public went over to the Cadillac Eight. The 
thinking of a whole industry was reversed. The 
detractors of Cadillac leadership were silenced. 


Many an American business leader, suffering the 
barbs of criticism for daring to plow new fur- 
rows, has read the Cadillac statement and from it 
has taken new courage. 


* BE a ee 


We ought to know. In the past, we have suffered 
the penalties of leadership. Today, we are reaping 
the rewards. 


For years, while others were striving to perpetu- 
ate the false and old-fashioned notion that “only 
a few thousand top builders do most of the build- 
ing,” we have been pounding away at the truth: 
That America’s building market is not just a 
handful of big builders, net just the Cream of the 
Crop, but every single one of America’s 100,000- 
od:! communities and its 6,500,000 farms. That it 
takes not 2, or 3, or even 30,000 builders, but 
100,000 builders, to do this country’s work. 


There were those—and there were plenty of them 
—who cried out against this kind of 8-cylinder 
leadership thinking. Today, publications con- 
cerned with the building industry have aban- 
doned the former “Cream of the Crop” dogma, 
and are going our way. Only to find that like 
Cadillac, we got there first. 


* * * * 


But that is only one case. There have been many, 
many others. 


Every modern innovation and trend we have in- 
troduced has first been ridiculed—only to be 
eventually copied, imitated or adopted. 


We fought for experience and common sense in 
high places, against irresponsible public state- 
ments by amateurs outside the building industry 
whose efforts could bring only inefficiency and 
confusion. We fought for a cooperative training 
program to fill the ranks of apprentices and 
skilled workers in the building trades. We fought 
for modernized building regulations, against 
restrictive practices and antiquated building 
codes. We fought for sound design and construc- 
tion, against futuristic dream-monstrosities 
which supposedly typified the postwar home. We 
fought for the building contractor and the build- 
ing material dealer whose business integrity, 
vision and practical know-how have built Amer- 
ica’s 39,000,000 homes and will build many mil- 
lions more. 


Today we are fighting in Washington, and every- 


-where in America, to bring sanity and sense to 


the housing situation and spare the homeless 
veteran the misery which can follow in the wake 
of action based on political appeasement. We are 
fighting to lick the housing crisis in the only way 
it, or any other crisis—nylons, shirts, cars or steel 
—can be licked: By increasing production. By 
making building materials and equipment, and 
channeling them and Labor into housing first— 
instead of going off half-cocked with a series of 
temporary expedients which simply need more 
expedients to correct them. 


We have met every building emergency first. We 
have met them not with criticism but with action. 


From such acts come the rewards of leadership 
—like the letter on the opposite page and thou- 
sands like it in our files. 


a * * * 


Practical Builder's circulation consists of the 
largest audience of builders who service the vast 
building market. 


Our editorial policy covers the whole broad field 
of light construction, up to and including the 
great operative builders. Not only building but 
home repairs and remodelling of farm houses, 
barns, and outbuildings, stores and garages, pub- 
lic buildings and additions thereto, small factories 
and factory repairs, schools, churches, bowling 
alleys, theatres, hospitals and institutions of all 
kinds. 


Our kind of builder might have built 5 homes per 
year before the war, and next year might build 
50—or 5,000 for that matter. He may specialize 
in homes or he may be ready, willing and able to 
take on any type of light construction, do a bang- 
up job, and use in every job the materials and 
equipment he knows best. 


TO SUM UP: We have built a fence around the 
58,000 most alert, most progressive, most action- 
minded builder-contractors and building material 
dealers in America. By-and-large, they are ours 
and ours alone. They can be yours as well— 
through the advertising pages of the world’s 
largest publication of its kind—Practical Builder, 
59 East Van Buren St., Chicago 5, Ill. 
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their silent Servel Gas Refrigerator!”” 


“There's one refrigerator for us... and that’s a Servel,” 
more more folks are saying. For they've learned from 
friends and neighbors that the Gas Refrigerator stays noise- 


WORTH WHILE—This is one of a new 
series of two-column, 80-line newspaper 
ads released in mat form by Servel, 
Inc., Evansville, Ind., for use in its 
dealer cooperative program. BBDO 
prepared the series. 


sensus seems to be that they must 
wait, at least as far as advertising 
is concerned. Spam became so 
popular in Britain during the war 
that the name, as in the Army, 
came to describe any preserved 
chopped meat. Recently Spam was 
reported to be attempting to rec- 
tify this situation with ads in 
British newspapers saying that 
“Spam will be for sale as soon as 
we can manage it” and emphasiz- 
ing that “ ‘Spam’ is a registered 
trademark, and can be used only 
in respect to the product of Geo. 
A. Hormel & Co., Austin, Minn., 
U.&8;: A,” 

In the past ten years, more than 
100 different brands of canned 
luncheon meat have appeared. 
There are only four nationally 
distributed brands in the U. S. 
now, and these do approximately 
80% of the canned luncheon meat 
business. 


Lieber Adds Accounts, 


Acquires Larger Office 


Lieber Advertising Company, 
Chicago, has been named to handle 
advertising for Aluminum Fabri- 
cators, Inc., Grand Rapids, Mich., 
maker of duralum tray racks, hos- 
iery protectors for desks, towel 
bars and allied products, and for 
Light Metals Corporation, Grand 
Rapids, maker of extruded du- 
ralum for manufacturers. 

The agency also has moved to 
larger quarters at 30 W. Wash- 
ington St. 


Hall Profits Increase 


Net profits of W. F. Hall Print- 
ing Company, Chicago, for the 
year ended March 31 amounted to 
$1,698,091, equal to $3.40 per share 
on 500,000 common shares out- 
standing, compared with $2.98 per 
share on 388,357 common shares 
outstanding the previous year. 
Alfred B. Geiger, president, told 
stockholders that the program 
calling for more than $4,000,000 
of plant expansion and installa- 
tion of new high-speed machinery 
and equipment is well under way. 


Wilson Appoints East 

J. Victor East, associated with 
Wilson Sporting Goods Company, 
Chicago, since 1941, has been ap- 
pointed executive officer. He will 
| be assisted by William A. Lotz, 
recently released from the Navy. 
Mr. East, before joining Wilson, 
was with A. G. Spalding & Bros. 


TRUCKS... 


@ The world’s top users of trucks are 
agriculture, construction, and oil fields 


(allied with construction in some phases, 
of course). Does your advertising sched- 
ule recognize the potentialities involved? 
Call the nearest Or. WEEKLY representa- 


tive. 


Cleveland 
Los Angeles 


New York 
Tulsa 


Houston 
Chicago 
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THE ADVERTISING MARKET PLACE 


HELP WANTED 
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MISCELLANEOUS 


The rates for this department are as follows: “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 


and “Representatives Available,” 50 cents a line, minimum charge §$2. 


Spaces per line; light body face 34 per line. Box numbers add two lines. Terms cash with order. 
Menday noon preceding publication date. 


Figure bold face heads 25 letters and 


Forms close 


Display advertisements take card rates. 


HELP WANTED 


HELP WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har, 2063, Chicago 


Copywriter. We're looking for a 
copy man who wants a copy chief 
post. Ours is a young, aggressive 
agency with clients in Milwaukee, 
Indianapolis, Cleveland, Phila- 
delphia. Copy experience with foods 
and other consumer products neces- 
sary. Salary plus profit sharing. 
Write fully regarding experience, 
send samples of work and photo of 
yourself. Advise salary expected. 
Jim Baker & Associates, 740 N. 
Plankinton Ave., Milwaukee 3, Wis- 
consin. 


EXCELLENT OPPORTUNITY 


for experienced magazine writer 
with sparkle and knowledge of in- 
terior decoration with established 
midwest publisher. Woman 0»pre- 
ferred. Please send typical samples 
of your writing. Permanent posi- 
tion at increasingly liberal salary. 
Box 8262, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


HELP WANTED 


ADVERTISING EXECUTIVE 


Aggressive young ad man to assist 
busy advertising manager. Job com- 
bines creative production and ad- 
ministration on Radio — Newspaper 
—Display for large retail chain. 
Competent staff to work with. You 
will coordinate all activity. A rare 
opportunity for an able young man 
who wants more_ responsibility. 
Confidential. State full experience— 
salary desired. 

Box 8256, ADVERTISING ARE 

100 E. Ohio St., Chicago 11, Il. 


Assistant Advertising Manager 
Young man. Unusual opportunity in 
nationally known midwestern de- 
partment store. In reply include 
age, complete record of experience, 
samples of work. 

Box 8259, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Artist for Fine Outer Wearing Ap- 
parel Store in Chicago to produce 
rough layouts and follow through to 
finished job. Lettering essential. In- 
teresting and varied work with good 
opportunity for advancement. 

Box 8258, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with lead- 
ing organizations. 

185 N. Wabash Ave., Chicago 


Executive Secretary for Advertising 
Manager of large Chicago retail 
store. Must be well educated, ex- 
perienced, and have initiative. Sal- 
ary open. 
Box 8257, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Promotion Manager wanted, radio 
and newspaper experience required. 
28-35. Middlewest metropolitan city. 
Send personal and experienced his- 
tory when requesting application 
blank. Starting salary $6000 - 7000. 
Kay Williams Personnel, 3607 Olive 
St., St. Louis 8, Missouri. 


COPYWRITER 
Prominent Chicago agency has ex- 
ceptional opportunity for man with 
well rounded copy background. 
Agency experience preferred. Give 
full details, experience, age, educa- 
tion, salary desired. 

Box 8260, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


“So this is why merchants swear by WHK!”’ 


To an out-of-towner, such a scene as this might 
look like a special bargain sale or ‘‘Free Nylons 
Day’’.. . but to Clevelanders it looks like Busi- 


ness As Usual. 


For busy Cleveland is making 


money ... and Cleveland is spending money. 


To channel this money their way sales-wise 
Cleveland merchants prefer to advertise over 
station WHK. Evidence for this is found in the 
fact that — 


LOCAL MERCHANTS BUY MORE TIME ON 


WHK THAN ON ANY OTHER CLEVELAND 


STATION! 


“RETAILERS’ CHOICE IN CLEVELAND” 


Represented by Paul H. Raymer Co. 
BASIC MUTUAL IN CLEVELAND 


AGENTS OR SALESMEN 
WANTED 

Exclusive distributorship available 
for electric display that took one 
year to plan, manufacture and pro- 
duce. Offer being made for first 
time. Exceptional profits. Immedi- 
ate shipments. Display is much 
brighter and sells for a fraction of 
Neon signs. Every retailer and 
wholesaler a prospect for dozen or 
more fegardless of products or 
services they sell. Act now. Ex- 
clusive distributorships will go fast. 
Territory allotted in order of appli- 
eations received. Write, wire or 
phone Ohio Advertising Display 
Company, 1216 Jackson Street, Cin- 
cinnati 10, Ohio. 


Experienced Commercial Artist 
Excellent opportunity for man or 
woman with creative ability at lay- 
outs and roughs on staff of well- 
established midwest publishing com- 
pany. State training, references, 
send typical samples of work. 

Box 8261, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Market Research Man 
wanted by a food manufacturer 
located in New York. Should have 
experience in conducting sales tests 
along Nielsen lines. State experi- 
ence and salary desired. 

Box 8263, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


REPRESENTATIVES AVAILABLE 


Eastern publishers’ representative 
now has opening for trade, indus- 
trial or business paper. Vet. repre- 
senting two papers. 

Box 8264, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


CAN WE REPRESENT YOU IN 
CHICAGO? We are an established 
selling organization and have valu- 
able contacts with advertising agen- 
cies, radio stations and advertisers. 
Box 8255, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


REPRESENTATIVES WANTED 


Representative Wanted by merchan- 
dising tradepaper Ohio, Michigan, 
territory. Commission, draw. 

Box 8267, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


POSITIONS WANTED 


Advertising-Sales Promotion Man- 
ager, considering change. Thorough 
background newspaper, radio depart. 
store. Negotiations strictly conf. 
Box 8248, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


COMBINATION EDITORIAL 
ADVERTISING SPACE SALESMAN 
Available soon. Experienced edito- 
rial man and space salesman as Chi- 
cago representative for established 
trade paper. Thorough knowledge 
of business paper requirements and 
publishing mechanics. Sound sense 
of news and editorial values. Capa- 
ble space salesman. Good agency 
contacts. 

Box 8265, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


MISCELLANEOUS 


Agencies. Here’s an excellent op- 
portunity to acquire several top- 
flight transcribed, commercial shows. 
Will produce on flat contract fee or 
consider outright sale. Auditions 
avail. 

Box 8254, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Free-lance fashion designing and 
illustration. 7% yrs. experience with 
leading dept. store and _ specialty 
shops. Display and furniture design. 
Chicago. 
Box 8266, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


TECHNICAL WRITING - EDITING, 
fee basis, available manufacturers, 
advertising agencies, publications. 
Booklets, catalogs, manuals, data, 
reports, school instructional mate- 
rial. Diversified technical publish- 
ing experience, former science edu- 


eator. Request circular 3. Techni- 
Science, 440 Foch, Mineola, Long 
Island. 


DRAMATIZE 


Your Medical 
Advertising 


Pharmaceuticals. @ Biologicals 
Infant Foods @ Cosmetics 
Hospital and Surgical Supplies 
ANY Medical Product 


Doctors are human. Put life — 
DRAMA — into advertising ad- 
dressed to them and enjoy actual 
sales results! Medical advertising 
specialist connected with old estab- 
lished agency offers A.M.A. back- 
ground plus full agency functions. 
Ads meet most stringent profes- 
sional and legal restrictions—and 
STILL sell your product. Can now 
handle a few more established ac- 
counts. Present clients find distance 
no disadvantage. Write or wire im- 
mediately. 


Box 6509, Advertising Age 
100 E. Ohio St., Chicago II, Ill. 


SLIDE FILMS 


from your own material 
or produced to order. 
for your sales promotion, 
educational or training 
programs. 

sound or silent 

black and white or color. 


withe for details. 


AUGUST SCHOMBURG 
220 West 42nd Street 
New York 18, N. Y. 


BRAINS VS BIRTHDAYS 
PROVED RESULTS VS POSSIBILITIES 
EXPERIENCE VS FUTURE VALUE 


I am over 45—So what? Why not 
weigh outstanding past accom- 
plishments against a gamble in 
the years to come. My best work 
is ahead. Known to most of you 
personally or by reputation. Sal- 
ary secondary to bonus on earn- 
Still hitting the ball and 
- Don’t bother unless 
real job. Advertising—or sales and 
sales promotion — New York or 
vicinity. 


Box No. 6508, Advertising Age 
330 W. 42nd St., New York 18, N. Y. 
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oust Ain't it Awful? 
Here we are getting franchise inquiries from 
hundreds of good tire distributors, many of 
whom we would have given our shirts to have 
represent us.a few years ago. 

Now, despite a completed factory expansion 
program...with production of McCreary’s more 
than doubled ...we’re having all we can do to 
supply our present distributors. Production for 
months ahead is already spoken for. 

All we can do is say“thank you”... and hope 
that when the situation changes we can count 
upon your continued interest and good will. 


a ag 
woes, HE 3 i 
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MICREARY 
nl ¢ ‘TIRES 


MANUFACTURERS 


McCREARY TIRE AND RUBBER CO. - INDIANA, PA 


PROBLEM—The new dealer problem 

is discussed in this McCreary Tire & 

Rubber Co. page, which is appearing 

in June issues of tire dealers’ publi- 

cations. Schipper Associates, Detroit, 
is the agency. 


Video Five Years 
Away for Hartford, 
WDRC Chief Says 


Hartford, Conn., June 11.—It 
will be at least five years before 
television programs will be avail- 
able to Hartford radio fans, be- 
cause of major economic problems 
involved, Walter B. Haase, man- 
ager of Station WDRC, recently 
told a luncheon meeting of Hart- 
ford’s Chamber of Commerce. 

Video is now practicable in 
major centers such as New York, 
Chicago and Philadelphia, he said, 
because the organizations which 
can afford the expense and have 
undertaken the necessary scien- 
tific research, are located there. 
But television broadcasting in- 
volves tremendous expense and, as 
yet, “sources of income from this 
form of broadcasting have not de- 
veloped,” he said. 

“That is why communities like 
Hartford will have to wait for 
television,” he continued. “Indi- 
vidual broadcasting units in 
smaller communities cannot afford 
to go into television yet. It would 
be like starting a newspaper with- 
out any advertising, or any pros- 
pect of advertising. In addition, 
there are virtually no television 
sets available in the Hartford area. 
All in all, it will take a good five 
years for television to make in- 
roads here.” 

Hartford, largest city in Con- 
necticut and New England’s third 
largest city, boasts four radio sta- 
tions. Two of them, WTIC and 
WONS, recently withdrew ap- 
plications for video stations here. 


Magazine Salesmen 


Renew Annual Golf Party 


At least 200 advertisers and 
agency men are expected to at- 
tend the annual golf outing spon- 
sored by magazine representatives 
at the Maketewah Country Club, 
Cincinnati, June 21. ODT regu- 
lations prevented last year’s golf 
party. 

W. L. Miller, Capper Publica- 
tions, Chicago, is general chairman 
of the committee representing 77 
representatives who cover the 
Cincinnati area from Chicago, De- 
troit, Cleveland and New York 
offices. A dinner will climax this 
year’s outing. 


‘News’ Turns Down Ad 


The New York News was not 
among the dailies which carried 
the page advertisement offered by 
Labor’s Non-Partisan League to 
newspapers in 35 cities (AA, May 
20). The copy, presenting the 
miners’ side of the recent soft coal 
wage controversy, appeared in 
newspapers of 19 cities. 


Joins Audit Bureau 

The Audit Bureau of Circula- 
tions has elected FM and Televi- 
sion to membership. 


a nee 


Casket Monopoly 
Charged by U. S. 


The Department of Justice filed 
suit in the federal court in Chi- 
cago last week charging violation 
of the anti-trust laws by casket 
manufacturers and associations. 

A grand jury is to be asked to 
hear the government’s charges 
against seven associations, includ- 
ing the Advertising Funeral Di- 
rectors of America, in what fed- 
eral attorneys claim was a gen- 
eral conspiracy to violate the 
Sherman and Clayton anti-trust 
laws. 


Official Films Appoints 

Official Films, Inc., New York 
producer of 8 and 16 mm. home 
movie films, has appointed Owen 
& Chappell, New York, to handle 
advertising. 


Manhattan Shirts 
Set for Fall Debut 


New York, June 12.—Kenyon & 
Eckhardt is readying a fall pro- 
motion campaign for Manhattan 
Shirt Company, with an advertis- 
ing schedule calling for large- 
space copy, usually in four colors, 
in Collier's, Esquire, Life, The 
New Yorker, The Saturday Eve- 
ning Post and Sports Afield, dur- 
ing the autumn months. 

Four of the 10 planned inser- 
tions will feature Manhattan 
shirts, which have not been pro- 
moted up to this time owing to 
the shortage of materials. Other 
copy will be for neckwear, mufflers 
and sportswear. 

A full page in the July Esquire 
will wind up the spring and sum- 


mer schedule for Manhattan 
Sportshirts and neckwear and 
Mansco Basque Shirts and swim- 
shorts. Full-page four-color in- 
sertions also were placed in Col- 
lier’s, Esquire, Life and Post. 

Dealers across the country were 
supplied with full-color posters 
and counter cards of the ads and 
with one and two-column mats to 
tie in with the magazine copy. 


BBDO Appointed 


The California Canning Peach 
Association, San Francisco, has 
appointed Batten, Barton, Durstine 


71 


& Osborn to handle its advertis- 
ing. Campaign plans are to be an- 
nounced later. The agency is 
working with the California In- 
stitute of Food Research on an 
extensive study of market condi- 
tions. Approximately $750,000 has 
been appropriated by the state’s 
board of agriculture for peach pro- 
motion annually. 


Increases Ad Rates 

Wood Construction and Build- 
ing Materialist, Xenia, O., has in- 
creased its advertising rates on 
all contracts signed after June 15, 
with the basic page rate advancing 
from $82.50 to $110. 


ADVERTISING 


J. J: 


TORONTO MONTREAL WINNIPEG, 


GIBBONS KNOWS CANADA 
GIBBONS 


BAY STREET. - TORONTO 
REGINA, 


LTD. MERCHANDISING 


CALGARY, EDMONTON VANCOUVER 


Ss 


results for this Des Moines 
standing. 


The reason seems quite obvious to us. We program this 
station with warm, friendly personalities who are and 
who understand common, ordinary, every-day people. 
When we reach this category, we reach about 95%, of 
the people because there are so many of us common, 


Ist Coast to Coast 


Nationally, KRNT leads all ABC stations in share of 
audience, morning, afternoon and night, in ‘all network’ 
Hooper-rated cities. Locally, too, the ratings and sales 

Soules station are truly out- 


ordinary, every-day people. 


Tom Breneman is a national example of this kind of per- 


AMERICAN BASIC NETWORK 
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sonality. Our own M.J.B. in the morning, our Louie 
Wertz during the noon-time and our Gene Emerald in : 
the afternoon are three outstanding local examples. ee gd 


These personalities of ours are understanding people. 


They have the knowledge of what people want to hear. 
This gives them knowledge of how to sell. For proof of 
how they sell and how people listen, ask your Katz man 
to show you facts about 


THAT VERY HIGHLY HOOPER-RATED 


SALES-RESULTS PREMEDITATED 
ABC AFFILIATED 


STATION IN DES MOINES 


5 ties 


t 4s 
16 ee = | 
' 
| | l ' 
G, | 
rs, | 
1s. 
ta, | 
,e- 
h- 
u- 
1l- 
nes 
— i 
Po | 
: | 
ae ft Po ee 
Se EN EEEnEEnEn EEE 
=n a 
ee | | 
| } 
one ee | | 
Wren ee 
} 
. 
ae 
SD 
aa ae, We Nel earieesta eS RL ag A eo ae Oe SSE leh ene ete: ae en ie Pete 7 eae pat Tht th < Pe anc tetee eer: ee i res. me ieee 
} Wee Pee, ee tO ac ok Le ce Ee bee eat ht re es eres a aa : vies. ge PE oad Mahe Fi Soe aha Ee i age 8 ge ae me 
ae Tae a hicwens a ck CS We 
Ajiere ee sci ee a i ea ‘ = ue nae 
_ Sati pe oo at ian Pree Rok et eee 
’ ae . i ne Rotten Fe cota Be or 
a Ba bee rete - 39 oa i eae 
eos Cig tiaes, - “ae ee ee 
on aan ee Lam) Dias ce : : : - aes 2 
Ts Cae ee et vee eas us 2 Fake gees a oF 
a3 ont eee ee th Sa | eo A See yeaa ee clo, ONT yt ae 
es Riga ae nae se Pike eerie. 
4 Se aay ae traps sate . Se oe: 
‘ 5 ee) = 
} | e = i OWA ? 
: | ‘s Fj bi fh an ’ 
pc Sa ; ee ee eet cs 2. See ues ‘iy A ei) pias iis 
me ie . ie . « —s - ¥ yw , alee eed 
bey se 4 1a . Se 
Pave ——— 
‘ ip ee ee : 
zt ae Sylvie iat - a ees, re ag 
| ‘ , 
f x aes < ii 
Bes » ; ‘ ag P3 pee Se f 
: 2 ea’ ty, <2 Eig 9 Pe hae 
Mee: Mee REM oF oe oe le . 
| om fo Ne eR Re ee i Be tes y * 
4 | * enon f. i fis Ee ule itn i 
oP Spm Sone e Pes oe 2 : es 
| - 1S ee . ¥ ihe ae ‘ . my 
We gate 5 See ae #. y “ a ' 
: | ae 2 4 é& : i Mi 
| : 4 é Bt ie: Bt, 4 : he be ee a j a 
| Bees - , i ; fe P ‘ Wig Ps 
tan fy gas 
t ey UF ify” Mitte, Cees 
| es F igre # gy # Re oa a” “¢. A 
| | a ae fh ; Le 
P ‘ Sete tt 4 for or ™ BB 
es ight cay Ped fe a 66 Wigs’ 
< ee ae MOS Ge Max 
— | F By & eRe Be Roa dee y, ale Wie 
: : & oe Z Ng Hey, 
| ae ‘ i if ® bs %, he cE 
‘ re ‘ i Wy ee Gg ly 
Z E Lite Ge? 
Mgr : 8 MELE LS aA ERE, OF: 
oe i et ee WO, ase ef 
| ¥ ee a bh ae am ds 
| oh 4 <4 whee ye . 
| g , : xg ne 
| 3 : ee. 
2 ay ‘ Pippo, (pe «2 hy 
5 - Pig Mi 4 , fs he 
: Pe ” ‘Sf We. be) 
S yee a», % | MEE j sh ie 3 
eos ey a Saeed fy 
| oe 4 eA Bee il 
pO ae | See 
Pe a i : ; : - tik, Gal 
ee t were BE EOD 
phn ; ef 2 re bel da 
| Agee ‘ ; a ) i Bo 
| bg as ¢ (7 bas 
‘ 4 Z yi Z g 
f MYER: bi 
| : f : A a i an ‘Ge Pe: 
é oe 7 fale ; y Lp yea 
’ yfti 1S Ee 
ee p i a. oA # Ahi hh 
; rm i a Pe eee A 
™ : niet menue poesia ae Pe i é, i? 
* ee Pi Pt a Vituemum ems 3 ; bf Vi tene f 4 OG EL, 
a ll a ee jbo mae {. A gg 
‘ = en eee + pies: i , i y 4 i wily, Ge Gl 
Ee f oe 2) 5 Sai 2 in H le ; , mm rane Ae ie @ Vg hig 
# ae t i “hi ‘id «lei - ing “7 / igs Eig 
| “4 ety, : j awit “a , ti Soy * 
e ae WW 4 } “AR YL lif | # Afi Ym . 
es : oc aa ome = % @ : i ji da Ms a | dm * 
} ie a ee ae . os i Y a (=a eal ( 4 
ye a i v4o)lté‘(‘iéi 3 “4 7 5 ae lag A oy f A 
z : oi Z tan tg eg 2 ff t y Sm 
2 . ut “See — te Afr ~ ore ; = eS — 
—_—_—_—_—_—_—_——_— g ‘ . say = , te sia 
3 aye Bere ei if ’ Tf } ? yan oan ts —— 
af 5 : 4 es aie Beis y 2 = met f 
%g wal A at “4 Lo ” aa <a C —— aa } = 
ae. be Tro pts Recii lj ipa 
: aa { 9 ee a 7 : ~ at a re 
* ie mone” Eran aah SH | > f , Hor f ie | a 
f Rie, toy Sie a= a ae ay D # i :: ji S 
a — ar ee eit tT t | e 
| % ein Bs aoe . ieee abe ey if ae np i 4 a 2 3 4a 
| eo a BP cpike on ea Hs .! on oe e Fn F ; & : s a 
ie ; ahs a ek ae Qe ae a anaes oo i : xe 
bs, _ ee eer _ ott , agent ey, Son , x Fs | es ’ Di } a v2 
t f : mi ip : eens ti ae a Gog ee” Be Bee ae. Li ae 
| % .% Z “4 ys g as oi ty Oe ail a 
oe gif a ee : r ogee ee ‘ me f ee: es ‘ 
a we & ot ; as LF fy og j Boy in yh er ‘ 
#% bee ae ee ee it ag GAAS Pike, j Wi fad GAL. bes 4 : 
— — 2 he ag & ao we 4 ye Bh eo age 4 Mei oe: , te P in 
ie 5 Oe i ag : Sl kw ee , ohh ae Pag tid 6 We 4 Te ogame J il Ces Me s * 
ae, ok EF eee A ee OR. 7's ee RL wh So 5 espe ig he EL GOR. De ee aA ge. ’ 
Le RE git. ea, TE EOE oe Erne a ee in Re ae ee a Ce TOO ne be ey 
ee | pS an ee aaMlie  S .*es a eee as Sy Sea Seah. , sauce ee 
: 
‘ 
/ a i t : 4 as . t= J , eo ys d +4 5 - } MN ’ ’ i » Ath 
A ; 5 oi e 2 , Adie, it a4 we ‘ ‘ a eS a ae : ‘ “ . 5 fi s aeaet — 
f H ae A eR ae + - Sus 5 “ 


72 
St. Paul Adclub Elects 


Harry Wilson, Wilson Advertis- 
ing Agency, St. Paul, Minn., has 
been elected president of the Ad- 
vertising Club of St. Paul. 


Agricultural é 
ea ders 


igest 


EXTENSION AND VOCATIONAL PROGRAMS 
FOR FARM AND HOME 


50 Million Opportunities to 
Get Your Product “Talked About” 


Agricultural Leaders make over fifty million farm 
contacts each year. Be sure these influential 
leaders know about your products to implement 
the farm practices and home conveniences they 
recommend. Agricultural LEADERS’ Digest 
reaches all 30,000 men and women leaders serv- 
ing six million farm families. Ask for Market and 
Merchandising Data Folder. 


AGRICULTURAL LEADERS’ DIGEST 
139 N. Clark St., Chicago 2, tl. 


PUBLISHED EXCLUSIVELY FOR LEADERS IN 
AGR:CULTURE AND HOME ECONOMICS 


|Agency Expands Offices 
| Meneough, Martin & Seymour, 
|Des Moines and Minneapolis 
| agency, has recently incorporated, 
set up new departments and 
|moved to larger offices in both 
cities, New Des Moines offices are 
at 501 Garver building, 707 Locust 
St., with Minneapolis headquar- 
|ters at 204 Wesley Temple build- 
|ing. Officers of the corporation 
|are Edward M. Meneough, presi- 
| dent; Paul H. Martin, vice-presi- 
dent, and Melvin E. Seymour, sec- 
retary-treasurer, 


Arrow Agency Named 


Arrow Advertising Agency, New 
York, has been appointed by Ad- 
miration Products Company, New 
York, wholesaler of silverware, 
clocks, electrical appliances and 
giftware. Business publications and 
direct mail will be used. 


‘Sims to Erwin, Wasey 
William Sims, formerly with the 
War Assets Administration, Wash- 
ington, in charge of the adver- 
|tising division of the consumer 
goods section, has joined the Se- 
attle staff of Erwin, Wasey & Co. 


*Mrs. Bower didn’t like her husband. He 
‘beat her. So she asked her brother to kill 
him, offering to pay handsomely. Brother 


refused. Was any crime committed ?* 


NOT SO EASY, IS 


**Harwick, a payroll clerk in a factory, 
urged fellow clerk Moss to steal a money- 
filled brief case from the payroll office; ex- 
plained to Moss how safely it could be 
done. While Harwick was out to lunch, 
Moss stole the brief case. Was Harwick 
guilty of any crime?** 


IT? Takes thought. Yet 


such questions are a regular feature of a Dell Men’s 
Group magazine. And our over two million readers 


enjoy diving into them. 


They’re wise to the 


ins-and-outs, and to the 


special science techniques police use to trace 
murder. It’s a man’s hobby (darned interesting 
one, you'll agree) ... which explains why 96% of 
the men who read Dell Men’s magazines are 18 
and over, and in substantial income brackets. 


Detection is their 
dish . . . just as the 
figures herewith 
show Dell Men’s 
Group can be yours: 


Clues to Dell Market 
Median age of reader, 35.8 
Median income $2,950 
3.4 persons per family 
77.5% married 
37.3% own their own homes 


*Yes; by Mrs. Bower. Soliciting another to commit a felony is 
punishable as a crime in most states today. 


**Yes; as accessory before the fact..In most states he could be 


indicted as a principal. 


‘FRONT PAGE 
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- DELL 


Human Interest Stories with a punch 


Men's Group 
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JUNE ADVERTISING LINAGE IN FARM PUBLICATIONS 


Farm Publications 
Boost Ad Volume 
8.9% for Month 


Chicago, June 12. — Farm pub- 
lications registered both gains and 
losses in advertising volume for 
June and May issues, with the en- 
tire group posting an 8.9% ad- 
vance over the comparative 1945 
issues. Total volume was 1,628,- 
559 lines. 

June farm magazines carried a 


‘total of 290,181 lines, up 16.5% 


from the June, 1945, volume, ac- 
cording to an ADVERTISING AGE 
compilation. Monthly farm pa- 
pers, with 264,222 lines, were up 
7.6% 
monthly publications, however, de- 
clined 15.4% from a year ago, with 
a total of 21,190 lines. 

Semi-monthly farm papers re- 
porting for May showed the big- 
gest gain, 17.4%, with a total of 
640,088 lines of advertising, while 
bi-weeklies, with 182,023 lines, 
were 16.2% ahead. May weeklies, 
with a total of 17,819 lines, were 
off 8.9% and May issues of dailies, 
with 213,036 lines, were down 3%. 

Canadian farm publications car- 
ried a total of 493,141 lines, up 
3.7% from issues of the same 
month last year. 


Adds Three Accounts 

J. W. Brown & Associates, Phil- 
adelphia, has been appointed to 
handle advertising for Cezanne 
Perfumes, Philadelphia, 
Cross Company, Youngstown, O., 
and L. F. Hamlin, Inc., Bingham- 
ton, N. Y. All will use news- 
papers. 


for the same month. May | 


W. A.) 


Commercial Commercial 
Display Display 
Excluding Excluding 
Poultry, Poultry, 
Livestock Livestock 
-— Total Advertising—— and Classified -—Total Advertising——, and Classified 
-—1946—. -——1945——, 1946 1945 r—1946—,  -——1945—_, 1946 1945 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines’ Lines 
FARM MAGAZINES Hoard’s Dairyman.. 37.8 27,492 36.7 26,684 22,396 24,053 
Hoosier Farmer 6.5 2,938 7.0 3,123 2,316 3,055 
Capper’s Farmer .. 34.3 23,333 37.7 25,667 $2,116 24,938 Idaho Farmer ..... 37.0 27,976 36.5 27,578 25,488 25,391 
Country Gentleman. 61.5 41,827 55.7 37,873 40,302 36,706 Indiana Farmer's 
Farm Journal...... 61.0 26,179 62.0 26,891 24,751 26,063 Se ee eee 28.0 22,497 27.9 21,921 15,416 15,405 
Progressive Farmer: Kansas Farmer 31.6 24,006 26.4 20,030 19,666 17,508 
Carolina-Va. Michigan Farmer .. 39.2 30,131 28.3 21,776 25,737 18,559 
ae 42.1 30,650 32.4 23,587 28,232 22,048 aMissouri Farmer .. 5.4 4,253 5.7 4,462 3,917 3,958 
Ga.-Ala.-Fla. Missouri Ruralist... 26.7 20,254 24.1 18,347 17,010 16,423 
TOBIGR cacsvces 40.7 29,608 31.6 23,046 27,455 21,884 Montana Farmer . 89.0 29,758 45.0 34,020 24,506 27,043 
Ky.-Tenn.-W. Va Nebraska Farmer .. 55.6 42,110 51.6 39,056 36,411 34,549 
po eee 41.6 30,293 31.9 23,276 28,301 22,148 New England 
Miss.-La.-Ark Homestead ...... 39.0 27,270 31.5 22,041 18,636 15,030 
Edition ........ 39.6 28,848 30.4 22,121 26,649 20,965 Ohio Farmer ...... 41.4 31,863 33.1 25,460 28,210 22,571 
Texas Edition.... 44.5 32,397 32.3 23,482 30,212 22,077 Oregon Farmer 34.7 26,285 35.5 26,805 23,797 24,638 
*In all 5 Editions... 35.3 25,729 28.1 20,435 24,636 19,658 Oregon Grange 
*Aver. 5 Editions... 41.7 30,359 31.7 23,102 28,170 21,824 eee eee 21.6 23,324 14.6 15,778 238,324 15,778 
Southern Agricultur- Pennsylvania Farmer 36.0 27,720 30.9 23,801 24,333 21,090 
Me Ga26s500s eeu es 25.9 18,121 28.0 19,605 16,518 18,822 Utah Farmer . 25.0 18,850 26.5 20,067 18,042 19,055 
Successful Farming. 64.0 28,925 52.0 23,447 27,358 22,349 Wallaces’ Farmer & 
ne Iowa Homestead. 52.0 40,735 49.5 38,840 36,303 33,615 
Total Group...... 455.2 290,181 394.0 248,995 271,894 238,000 Washington Farmer 34.8 26,322 36.5 27,565 23,834 25,378 
FARM PAPERS Western Farm Life. 41.5 32,508 42.3 33,172 19,213 20,761 
Wisconsin Agricul- 
Monthlies: WNNNE io vivee naan 43.4 33,992 39.4 30,867 30,165 27,244 
American Fruit ——S$ = ———-_—- —— 
NE 654555.044s 17.0 7,391 12.0 5,277 7,146 5,087 Total Group ...«.. 843.7 640,088 769.4 580,058 545,921 498,892 
American Poultry Bi-Weeklies—May: 
Journal: Arizona Farmer 46.6 35,208 40.5 30,653 33,920 29,569 
Eastern Edition.. 26.1 11,210 26.5 11,359 7,290 7,379 California Cultivator 37.9 28,640 38.3 28,938 26,113 26,842 
Central Edition... 20.6 8,853 20.7 8,866 6,228 6,326 *Dairyman’s League 
Western Edition.. 19.7 8,436 18.6 7,988 6,177 5,737 OO Pere rr ree 2.1 8,781 7.8 5,726 7,416 4,521 
*In all 3 Editions 18.9 8,112 17.6 7,545 5,867 5,512 Pacific Rural Press: 
Better Farming ; Northern Edition. 55.3 41,824 43.4 32,841 36,275 29,642 
Methods ......... 18.9 18,118 24.3 5,093 8,118 5,093 Southern Edition. 49.2 37,167 42.7 32,301 32,763 29,172 
bBetter Fruit ...... 17.5 7,362 15.5 6,504 7,362 6,504 Prairie Farmer 54.0 39,184 44.0 31,899 32,632 26,119 
Breeder’s Gazette .. 23.1 10,387 18.0 8,095 5,272 6,675 i ———_  —— 
California Citrograph 22.0 14,980 20.0 13,552 14,980 13,552 Total Group ..... 243.0 182,023 208.9 156,632 161,703 141,344 
Carolina Co-operator 9.6 4,060 9.0 3,795 3,854 3,752 Weeklies—May: 
Cattleman, The ... 58.7 24,654 652.6 22,099 11,294 9,191 Capper’s Weekly.... 8.0 17,819 8.7 19,554 8,038 13,282 
Cooperative Digest. 15.3 3,102 23.3 4,882 3,102 4,882 *Washington Grange 
Electricity on the |” Ea eer ee tin Se Coen (Saadwe TOLRee SS swee 
POPGE 6kcsiccnayes 20.5 7,332 19.7 7,021 7,332 7,021 *Weekly Kansas City 
Farm jand Ranch... 23.1 17,498 28.8 21,829 15,919 20,409 DORE iasseasuates 17.7 48,554 17.1 42,214 29,474 31,424 
Farmer-Stockman .. 23.0 17,407 2.0 16,773 16,757 16,143 — 
Florida Grower..... 11.3 7,659 13.2 9,001 7,250 8,596 Wotel Group ..... 8.0 17,819 8.7 19,554 8,038 13,282 
Kentucky Farmers’ Dailies—May: 
Home Journal 12.2 9,585 10.2 7,958 7,408 6,543 Chicago Daily Drov- 
Michigan Farm ers Journal ... 25.6 54,502 26.5 56,495 23,933 31,019 
WEN, eda y ss ¢ba4s 1.8 3,648 1.4 2,966 3,598 2,940 Kansas City Daily 
*cNational Live Stock Drovers Telegram. 26.9 57,298 34.0 72,557 32,755 38,407 
ProGWO6GPF ...e000. x fee A eee Omaha Daily Jour- 
New Jersey Farm nal-Stockman 28.4 60,440 25.3 53,960 39,028 39,353 
and Garden..... 26 1°,136 27.7 12,464 10,224 11,350 St. Louis Daily Live 
Ohio Farm Bureau Stock Reporter... 19.1 40,796 17.1 36,552 24,471 25,441 
ere ee ee 1.0 4,533 42.0 5,924 4,383 5,624 ——ee 
Poultry Tribune: Total Group ..... 100.0 213,036 102.9 219,564 120,187 134,220 
Eastern Edition.. 34.8 14,937 33.0 14,149 14,072 13,304 —— 
Central Edition.. 27.9 12,003 26.7 11,459 11,138 10,614 *Not included in totals. 
Western Edition... 24.9 10,709 23.5 10,083 9,844 9,238 aOne issue 1946; two issues 1945. 
Pacific Edition . 27.5 11,804 24.5 10,496 10,939 9,651 bPage size changed since last year. 
‘In all 4 Editions... 24.3 10,417 21.9 9,376 9,552 8,531 cNo advertising included in June, 1945 issue. 
Southern Farmer... 3.0 2,568 4.5 3,617 2,568 3,617 
Southern Planter... 18.8 13,850 20.4 14,274 12,506 13,312 CANADIAN 
*Western Dairy *Canadian Country- 
SOGPHRL wecdcices 42.6 17,892 38.0 15,942 6,958 6,618 err eee 39.4 27,583 44.6 31,207 20,936 24,323 
*Western Livestock Country Guide, The. 35.3 25,380 33.7 24,273 25,380 24,273 
FOGPHR] sscasecs 23,380 48.0 20,181 11,746 10,346 *aFamily Herald & 
— Weekly Star: 
Total Group ..... 548.2 264,222 538.1 245,524 214,761 212,540 Eastern Edition... 98.0 98,043 94.3 94,297 64,864 70,53 
Monthlies—May: Western Edition.. 83.6 83,573 78.8 78,774 60,497 62,172 
Arkansas Farmer .. 11.1 8,366 12.6 9,531 8,366 9,531 Farm & Ranch 
Idaho Granger .... 8.4 9,107 9.9 10,748 9,107 10,748 ig) re ee ee 48.0 19,152 40.0 16,460 18,310 15,420 
Nation’s Agricultur 8.2 3,717 10.6 4,779 3,717 4,779 *Farmer’s Advocate & 
—_— Home Magazine .. 44.8 »28 49.3 34,464 24,732 27,396 
Total Group ..... 27.7 21,190 33.1 25,058 21,190 25,058 Farmer’s Magazine.. 34.0 23,905 36.0 25,4383 22,005 23,632 
Semi-Monthly—May: *Free Press Prairie 
American Agricul- er 114.2 125,635 99.6 109,575 63,588 61,677 
COEEEE, 8666460 000 28.3 20,626 26.2 19,091 17,640 16,335 *Western Producer.. 54.7 58,582 57.0 61,035 30,537 38,960 
California Grange : Ses 
i, eee eee 43.0 23,814 33.0 15,148 23,814 15,148 Total Group ..... 552.0 493,141 533.3 475,518 330,849 348,383 
Dakota Farmer .... 40.0 31,284 34.0 27,402 29,297 25,450 
Farmer, The ...... 56.2 44,080 47.2 37,024 36,450 30,855 *May linage. aFive issues both years. 


Littell Advanced 


Hardin H. Littell, sales promo- 
tion director of Transtudio Cor-| the Post Crescent, Appleton, Wis., 
poration, Buffalo, has been ap-|has been named advertising man- 
pointed executive vice-president | ager of Fox River Paper Corpora- 


and a director. | tion, Appleton. 


| Anderson Named A. M. 


Don G. Anderson, formerly with 
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Advertising Age, June 17, 1946 


Silex Inaugurates 
‘Saturation’ Test 
in Peoria Market 


Hartford, Conn., June 13.—“To 
pre-determine the normal post- 
boom capacity of consumers to ab- 
sorb merchandise, especially dur- 
able goods, as it will be affected 
by the country’s increased in- 
come,” after the present backlog 
of demand for consumer goods has | 
been satisfied, the Silex Company, 
electric appliances, has launched 
a market absorption study in 
Peoria, Ill. 

According to J. M. Moore, gen- 
eral sales manager, Silex picked 
Peoria as “a representative city 
in an isolated market area,” and 
decided ‘to flood it with merchan- | 
dise until supplies and demand. 
have reached the saturation point.” 
Then the company will “observe | 
the normal absorption capacity in | 
relation to the inflated _ sales 
period.” 

Several other manufacturers are 
expected to participate. Creation 
of normal conditions, Mr. Moore 
pointed out, “requires competition 
among all types of durable goods. 
The plan could and would be car- 
ried through by the Silex Com- 
pany alone if necessary, and the 
final results weighted at the end to 
compensate for lack of competi- 
tion. However, greater accuracy 
and benefit to other sponsors 
would accrue if a considerable 
number of firms cooperated.” 

Participating companies, it is 
expected, can determine “normal 
conditions” for their products 
from six to 12 months ahead of 
national trends. 

Grey Advertising Agency, New 
York, handles the Silex account. 
In the first phase of the plan, 
however, “no promotional effort is 
to be used to stimulate sales,” ex- 
cept “adequate display.” When 
sales decline, promotional effort 
will be started. 


G-E to Re-open Lighting 
Institute in August 


A formal re-opening of the 
General Electric Lighting Institute 
in Nela Park, Cleveland, which 
has been closed during the war, 
has been set for the week of Aug. 
5. Elaborate rededication cere- 
monies have been planned to cele- 
brate the occasion. 

Latest lighting theories in proper 
display of merchandise will be 
featured in several of the model 
lighting installations. Window, ex- 
terior, and interior store lighting 
exhibits will feature the latest 
lighting practices. 


Dailies, Radio Announce 


Beatrice Foods Company 


Through copy in newspapers in 
150 cities from coast to coast, 
Beatrice Creamery Company, Chi- 
cago, has announced a change in 
the company’s name to Beatrice 
Foods Company. The change, con- 
firmed by a stockholder vote June 
1, came as a result of the firm’s 
expansion into distribution of 
other food specialty items in addi- | 
tion to dairy and creamery items. | 
The company is national distribu- 


tor for Birds Eye frozen foods. 
In addition to the newspaper | 
copy, announcements are being | 
made on local radio stations in a 
number of cities. Foote, Cone & 
Belding, Chicago, is the agency. 


Cohen Appointed V.P. 


Harry B. Cohen, formerly chair- 
man of the plans board on Amer- 
ican Home Products and other 
accounts with Dancer-Fitzgerald- 
Sample, New York, has joined 
J. D. Tarcher & Co., New York, 
as a vice-president. 


Rates Increased 


Increase in advertising rates, 
effective June 1, has been an- 
nounced by World Petroleum, New 
York. The increase, approximately 
19%, bringing basic 13-page rate 
to $195, affects all contracts signed 
after June 1. 


Form Ridings & Ferris 


Ridings & Ferris, Inc., has been 
formed to handle publicity and 


| public relations, with offices at 11 


E. Walton Pl., Chicago. Paul O. 
Ridings is president of the new 
company, which will continue the 
business established by Mr. Rid- 
ings under the name of News As- 
sociates as a division of the Bob 
White Organization, food industry 
consultant. Earle Ferris, vice- 
president of the new company, 
heads the Earle Ferris Company in 
New York and is a partner in 
Earle Ferris Associates, Holly- 
wood, the companies with which 
Ridings & Ferris will be affiliated. 


Adclub Enlarges Office 


The Milwaukee’ Advertising 
Club has moved to new and larger 
quarters at 740 N. Plankinton Ave. 


Finds Employe 
‘Education’ Scanty 


New York, June 12.—Business is 
“doing relatively little” to promote 
better understanding of corporate 
earnings and profits by employes, 
according to a survey by Public 
Relations News. 

The study shows that more than 
58% of the industrial executives 
questioned believe that fewer than 
10% of their employes have even 
“a reasonably accurate under- 
standing” of the subject, yet only 
7% of the companies have ever 
sought to examine the extent and 
cause of this ignorance. 
than 20% of the companies have 
done nothing to correct misunder- 
tandings they discovered, it was 


learned. 

“Tools of education” mostly pop- 
ularly employed include company 
publications (by 46% of those sur- 
veyed), annual or quarterly re- 
ports (42%), meetings with em- 
ployes (36%), “special memos” 
(24%) and _ labor - management 
committees (23%). Use of com- 
munity advertising (22%) and 
movies (3%) has had the greatest 
development this year, the News 
| found. 


73 


Alvah Smith Appointed 


Alvah Smith, associated with 
R. D. Wood Company, Phila- 
delphia, for the past 20 years, has 
been appointed advertising man- 
ager of its machinery department. 


Names Wilson, Haight 


Wilson, Haight & Welch, Hart- 
ford and New York, has been 
named to handle advertising for 
American Precision Products Com- 
pany, New York. 
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PAID CIRCULATION 
MEASURES READER INTEREST 


Through our full-time field editors and 
circulation men throughout the U. S. 
we keep our fingers on the reader's 
pulse. CSA subscribers pay for their 
magazine and are quick to express 
their opinions of articles, features, their 
reactions to the “editorial merchan- 
dise’’ we are giving them. So we have 
an accurate gauge of reader interest, 
can provide the material that best 
serves the needs of chain store men. 
Only a paid circulation magazine can 
do this type of job. And CSA's high- 
renewal figures prove it’s being done. 


rere 


@& CHAIN DRUG STORES NOW ¢ 
; DO 810 MILLIONS ANNUALLY 


Manufacturers and agencies: please 
take note. Then remember — this 
concentrated market is reached at 
low cost through Druggist Editions 
of CSA, the only chain drug maga- 
zines—read by buyers, other key 
execs, store managers. Ask for 
Drug Market Summary. 
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VARIETY BUYERS AWAIT NEWS 
OF POPULAR-PRICED LINES 


8,239 Variety and Gen’'l Mdse. 
buying headquarters will get the 
news in form of listings of some 
35,000 popular priced items in 
1946-47 CSA Directory of Manu- 
facturers, out Aug. 15. Show your 
line in ‘catalog’ ad in Directory 
issue. There's still time — final 
closing Aug. Ist. Ask for rates, 
other details. 
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Chains Sold Half 
of Big City Food 


Volume in 1944 


Ten Handled 17.9% 
of Nation's Total, 
'This Week' Finds 


New York, June 13.—In 23 
large cities represented by news- 
papers which distribute This Week 
Magazine, chains and supermar- 
kets did from 27% to 65% of the 
total grocery store volume in 1944, 
the magazine reports in a study 
on “Corporate Grocery Chain Vol- 
ume,” based on information sup- 
plied by Chain Store Age. 

Presenting the findings before 
advertisers and agencies, This 
Week emphasizes that “chain 
stores and other grocery stores 
are going’ self-service, which 
means self-selection and a greater 
opportunity for advertising to get 
results.” 

The proportion of total volume 
done by chains and supers in these 
cities ranged from 27% in Mil- 
waukee and Minneapolis to 65% 
in Birmingham. In nine others of 
the 23 cities, chains did more than 
half of the total: Atlanta, Cleve- 
land and Detroit, 61% each; Dal- 
las, 60%; Pittsburgh, 55%; In- 
dianapolis, 54%; Portland, 52%, 
and Philadelphia and Washington, 
51% each. 

The chains and supers repre- 
sented 48% of the grocery volume 
in Cincinnati; 47% in Chicago and 
Los Angeles; 46% in Boston; 43% 
in Baltimore; 42% in New York; 
39% in San Francisco; 36% in 
Memphis; 35% in Des Moines; 34% 


Leaders Blanket U. S. 


chains, the study shows, had one 
or more retail units in a total of 
2,035 counties, or in 66.2% of all 
U. S. counties. These counties did 
96.5% of the total food store busi- 
ness. The principal “gaps” were 
in the Dakotas, Nebraska, Mon- 
tana, Idaho and Utah and in 
Kansas, Texas and Louisiana. 

A. & P. and Safeway—strong, 
respectively, primarily east and 
west of the Missouri river—to- 
gether reached more than half of 
the nation’s counties. On the other 
hand, others of these 10, such as 
Fisher Brothers, Cleveland, and 
Jewel Tea, Chicago, concentrated 
their sales primarily in a half 
dozen counties each. 

The 5,754 units of A. & P. had 
combined sales of $1,401,643,425 in 
1944, or an average of $243,595 
per store. Safeway’s 2,463 stores 
totaled $656,571,505 or $266,574 
per store; Kroger’s 2,896 stores, 
$448,381,416, or $154,828 per store. 
Kroger has stores in 678 counties 
in the Midwest and South. 

American Stores, in the Middle 
Atlantic states, in 1944 had a vol- 
ume of $227,630,000 through 2,020 
units; First National, in New Eng- 
land, $170,236,678, through 1,434 
stores; National Tea, in the Da- 
kotas, Iowa and western Great 
Lakes states, $99,870,474, through 
827 stores; Colonial, in the South- 
east, $97,656,627, through 433 
stores; Food Fair, in New Jersey, 
Pennsylvania, Maryland and Dela- 
ware, $44,215,750 through only 89 
stores, or an average of $496,806 
per store. Fisher’s 220 units sold 
$36,475,000, and Jewel’s 152, $24,- 
619,251. 

The ten chains, This Week 
found, did 17.9% of all the na- 
tion’s food store sales, and 22.5% 
of all grocery and combination 


store sales. A breakdown also 
|shows the number of stores oper- 
‘ated by all corporate grocery 
‘chains in 125 principal cities. 


MAY SALES OF CHAIN STORES 


—————_Ma yy % Gain 
946 1945 or Loss 

Food Chains 
SESS OR eee $ 5,993,750 $ 4,617,907 +29.8 
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-—5 month period———,, % Gain 
1946 1945 


or Loss 


$ 28,822,835 $ 22,860,092 +-26.| 


Kroger Groc. & Bak. Co. 40,682,770 34,058,705 +19.0 197,260,755 167,905,951 +17.0 
National Tea ............ 10,960,305 7,327,056 +49.6 52,873,144 36,302,915 -+45.6 
rer rrr 61,960,071 49,567,480 +25.0 304,181,810 242,565,237 +25.4 
Group Total ...........$119,596,896 $ 95,571,148 +25.1 $ 583,385,544 $ 469,634,195 +24.2 
Mail Order 
*Sears, Roebuck ..........$126,352,643 $ 77,459,811 -+63.1 $ 479,784,552 $ 316,005,247 +51.8 
eae . 7,550,421 5,666,684 -+33.2 36,773,917 25,369,446 +45.0 
*Montgomery Ward ..... 85,064,892 52,080,454 +6323 298 822,741 213,119,369 +40.2 
Group Total ...........$218,967,956 $135,206,946 +620 $ 815,381,210 $ 554,494,062 +47.0 
Drug Chains 
BON viva gsnocncsskcvee $ 1,245,697 $ 978,554 +27.3 $ 9,647,038 $ 7,850,412 22.8 
Walgreen ......... vuvee VOCE 9,315,252 +25.6 55,676,346 46,203,076 -+20.5 
Group Total .........5% $ 12,946,811 $ 10,293,806 +25.8 $ 65,323,384 $ 54,053,488 -+20.8 
Variety and Miscellaneous 
Beck, A. S. Shoe Corp..$ 3,158,153 $ 2,221,051 +42.2 $ 14,630,333 $ 10,774,714 +35.8 
Bend Stores ..........23 5,624,126 3,792,185 -+48.3 25 883,747 19,409,243 +33.4 
ie eee 13,162,195 9,941,258 +32.4 58,330,512 47,756,895 +22.) 
Consolidated Retail : 
ae . 2,336,668 |,877,948 +24.4 12,984,255 10,117,999 +28.3 
TDiena Stores .......... 1,069,081 975,248 + 9.6 10,951,726 9,365,405 +169 
Edison Bros. ............. 5,801,830 4,772,770 +21.5 25,371,952 20,524,008 +23.6 
OS a Sf eee 16,522,246 13,392,630 -+23.3 75,370,207 65,114,883 +-15.7 
*Interstate Dept. Stores 4,072,992 3,445,936 +18.2 15,541,551 14,209,601 -+ 9.4 
Kresge, . See ee 18,909,021 17,120,134 +10.5 88,024,178 82,290,268 -+- 7.0 
4 3. Sea 11,476,722 9,337,927 +22.9 54,756,910 46,900,503 +-16.7 
Lane Bryant, Inc...... 3,892,266 3,106,594 +25.3 18,990,193 15,868,168 +-19.7 
5. ee ; 7,835,718 7,773,881 + 0.8 30,597,395 29,395,022 +- 4.1 
ee . 6,105,721 5,400,113 +131 29,598,039 26,655,355 +11.0 
neuen, ©. Conc...sse: 8,572,199 7,490,048 +14.4 39,293,608 35,693,117 +10.1 
Neisner Bros. .......... 3,523,357 2,900,203 +21.5 15,978,365 14,160,936 +12.8 
Newberry, J. J...... 8,973,826 8,033,520 +11.7 39,440,941 36,440,606 -+- 8.2 
Penney, J. C...... 51,331,800 40,039,478 +28.2 230,642,036 199,699,772 +-15.5 
Western Auto ..... 8,625,000 3,779,000 +-128. 38,744,000 18,563, +108.7 
Group Total ..........$180,992,921 $145,399,924 +24.5 $ 825,129,948 $ 702,939,495 +17.4 
Combined Total .. .$532,504,584 $386,471,824 +37.8 $2,289,220,086 $1,781,121,240 +28.5 


*Four month period. 
tTen month period. 
aEight month period. 


in Spokane, and 33% in St. Louis. | 


Ten leading corporate grocery | 


CIRCULATION TOPS 20,000 
MORE THAN 18,500 EFFECTIVE 


Now Delivers By Far the Largest Total 
and Effective Circulation in its Field* 


Our present program of circulation expansion has 
already increased our mailing lists by well over 2000 
copies of bonus circulation since V-J day. We are 
continuing to select the executive buying and store 
merchandise-ordering personnel of all worthwhile 
Variety Syndicates. They are accepted upon qualifica- 
tion as responsible Variety Syndicate organizations. 


“SHOOT FOR THE 


SIDE POCKET” 
OF EVERY 
VARIETY STORE 


*at lowest cost 
any way you figure it! 


YND 


Po ee 


ICATE STORE 


GHANDISER 


79 Madison Ave., New York 16, N.Y. _ 


HEADQUARTERS FOR VARIETY STORE MARKETING DATA 
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DMAA Surveys 
10,000 Users 


on Mail Plans 


New York, June 12.—The Direct 
Mail Advertising Association re- 
cently sent to 10,000 representa- 
tive buyers of printing and direct 
mail throughout the country a 
26-point questionnaire on their 
use of this medium, results of 
which will be announced at or 
about the time of the 29th annual 
DMAA convention in Chicago Oct. 
18-19. 

The study is the first project of 
a research committee, appointed 
by Howard Korman, McCann- 
Erickson, DMAA president, to 
study the possivilities of conduct- 
ing continuing surveys by direct 
mail. Question 25 asks for sug- 
gestions on additional surveys. 
Names of individual concerns par- 
ticipating will not be divulged. 

The research committee is com- 
posed of Henry Hoke, Reporter of 
Direct Mail Advertising, New 
York, chairman; Ellsworth Geist, 
S. D. Warren Company, Boston; 
Leonard J. Raymond, Dickie-Ray- 
mond Company, Boston, and W. D. 
Molitor, Edward Stern & Co., 
Philadelphia. 


Ad Percentages Sought 


On the general subject, “How is 
your direct advertising and printed 
promotion planned?” the ques- | 
tionnaire covers total budget for 
all advertising in 1946, and per-| 
centage for direct advertising; 
percentage of gross sales normally 
devoted to advertising; method of 
determining appropriations; allow- 
ance for timely events and special 
opportunities; market research 
methods followed before planning 
direct advertising; relative cost 
of returns by mail and personal 
contact. 

Other questions include coordi- 
nation of direct mail with other 
media; reprinting of space adver- 
tising in direct mail; size of mail- 
ing lists; relative emphasis on 
active and inactive accounts and 
on new prospects; whether plan- 
ning is done by own organization, 
advertising agency, printer or 
producer, or direct mail special- 
ist, and whether work is handled 
by own organization or outside 
mailing service. 

Advertisers also are asked to 
indicate their “best (heaviest) 
mailing months”; anticipated trend 
in 1947 direct mail expenditures; 
“biggest problem in direct adver- 
tising work,’ and which, among 
49 listed uses of direct advertis- 
ing, they employ. 

Some of these 49 uses are secur- 


ing data from employes; paving 
the way for salesmen; selling 
stockholders and others _ inter- 


ested in the company; collecting 
accounts; securing new dealers; 
bringing buyers to showroom; 
merchandising plans to dealer; 
opening new charge accounts; “as 
a ‘leader’ in other advertising’; 
distributing samples; as research 
method for new ideas and sug- 
gestions, and “announcing a new 
product, new policy or new addi- 
tion.” 


Adwomen Elect 


Ann McKnight, Shepard Com- 
pany, has been elected president 
of the Women’s Advertising Club 
of Providence. Other officers elected 
are: May Whalen of Maurice J. 
Karpelis, vice-president; Irene 
Park, Stork Service, treasurer; 
Edith Appleby, Windy Meadows 
Farm, recording secretary, and 
Elizabeth Harley, corresponding 
secretary. 


Two Name Abramson | 

Ervin R. Abramson, Milwaukee | 
agency, has been named to handle | 
the advertising of Doelger & Kir- 
sten, Milwaukee, manufacturer of 
automatic, portable and electric 
alligator shears, and Frank G. 
Hough Company, Libertyville, IIl., 
manufacturer of road and con- 
struction equipment. 


Klarnet Joins Compton 


Phil Klarnet, with Edward L. 
Bernays’ publicity organization in 
New York since leaving OWI 
Overseas service shortly after the 
war, has resigned to join the radio 
publicity staff of Compton Adver- 
tising, Inc., New York. 


Heck Advanced 


Stanley Heck, associated with 
the purchasing department of Na- 
tional Research Corporation, Bos- 
ton, has been appointed director 
of public relations and personnel. 


Leeming Promoted 

Frank Leeming, who joined the 
local advertising staff of the Phil- 
adelphia Record in October, 1944, 
handling department stores and 


women’s specialty shops, has been | 


named retail advertising manager 


Agency Adds Space 
Campbell-Sanford Advertising 
Company, Cleveland, has added 
space on the third floor of 1105 
Chester Ave., to supplement its 
present sixth floor quarters there. 


Winfield Joins McKinsey 


William H. Winfield, recently 
released from the Navy and prior 
to that director of industrial re- 
search, Weyerhaeuser Sales Com- 
pany, St. Paul, has joined the 
New York office of McKinsey & 


*|Co. as a member of the market- 


ing staff. 
Falls Named Director 


Harry D. Falls, account execu- 
tive of Bayless-Kerr Company, 
Cleveland, has been elected to the 
board of directors. 


75 
Heads Air Express 


Steve Canton, who formerly 
handled rail publicity for the 
Railway Express Agency, New 
York, has been named air express 
publicity representative of the 
company’s air express. division, 
New York. 


To Lennen & Mitchell 


John De Nero, formerly with 
Lord & Thomas (now Foote, Cone 
& Belding), in New York, has 
joined Lennen & Mitchell, New 
York, as an art director. 


Last fall, Harry Austin, 


wrote: 


Austin wrote us, 


practical way.--B.D.B. 


Where Prairie Farmer-WLS 
Influence is Concentrated 
Among 14,000,000 People 


6 


of La Porte County, Indiana, 
"A beaver dam next to our farm is backing 
water up on our land so we cannot make 15 acres of 
hay, which we need badly. The dam ought to be blown 
up and the beaver taken out. 
Farmer-—WLS got in touch with the Superintendent of 
the Jasper-—Pulaski Game Farm. Shortly, he reported 
the beavers were trapped and the dam dynamited. On 
December 4, Mrs. 
the day for us--I mean land. Prairie Farmer is 
truly an old friend." Four farms benefited from 
this dynamiting. These people know that Prairie 
Farmer-—WLS stands ready to help always--in every 


" Immediately Prairie 


"You sure saved 


“Help in a hurry is the most valuable.” 


Mtge OF rele 


President, Prairie Farmer and WLS 


‘Lincoln Land” folks believe in worthy 
advertisers because they believe in us. 


Helping to rout a beaver colony and saving 15 acres of hay 
needed for livestock is but one example of the thousands of 


services gladly rendered to “Lincoln Land” folks by Prairie 


ee 
ee 


BURRIDGE D. BUTLER, President 


AMER 


CHICAGO 


Farmer-WLS in our workaday activities. Such services over the 
years have built for us real friendships, friendships that lead to 
implicit confidence in the advertising we carry. 

These people know that we are “their folks,” that their 
interests and problems are ours. This closeness and understand- 
ing has created a bond of confidence and belief of immeasurable 
value to any advertiser with a worthy product. “Lincoln Land” 
folks believe in our advertisers because they believe*in us. 


TALKIE 


Used as a TEAM they PENETRATE DEEPE a 
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76 
Okays 41 Agencies 


Canadian Daily Newspapers As- 
sociation has grented advertizing 
agency recognition ios 41 com- 
panies. Among these are two new 


Canadian agencies, Grant Adver- 
tising (of Canada) Ltd. and Albert 
Jarvis Ltd., both in Toronto. 


Makes G. I. Flashlight 


Fits Molding Corporation, Chi- 
cago, has adopted a new counter 
display for its right-angle, plastic 
flashlight, as part of a nationwide 
point of sales program. Merchan- 
dising Advertisers, Chicago, has 
the account. 


Appoints French Agency 


Bonus Products. Company, St. 
Louis, has appointed Oakleigh R. 
French & Associates, St. Louis, to 
handle the advertising for 
Champay division. The agency 
already handles Bonus chocolate 
syrup advertising. 


Elects Staley, Farrell 


Austin L. Staley has been 
elected president of Universal 
Lubricating Systems, Pittsburgh, 
manufacturer of precision lubri- 
catiny equipment. William P. Far- 
rell has been named vice-presi- 
dent, 


its | 


Simoniz Buys Air Time 

Simoniz Company has_ con- 
tracted for the 1:45-2 p.m., PST, 
Tuesday period on Columbia Pa- 
cific Network’s audience partici- 
| pation show, ‘Meet the Missus.” 
The 52-week contract, effective 
| June 4, will be carried by 17 
western affiliates of CBS. Decora, 
Inc., Chicago, is the agency. 


Cousins Joins Wiley 

John Cousins, formerly with 
Grant & Wadsworth, has joined 
Walter W. Wiley Advertising, New 
York, as account executive and 
assistant to Mr. Wiley. 


THE NEW STUDIOS OF RADIO STATION WXYZ 


8415 EAST JEFFERSON, 


DETROIT 14, MICH. 


Paper Box Output 
Up as Package 
Demand Climbs 


Chicago, June 11.—Greater im- 
agination in develonment of their 
use and demand icr more sales 
appeal in package design kave re- 
sulted in a 40% increase in the 
volume of folding boxes used by 
American manufacturers, com- 
pared with 1940 volume, according 
to A. E. Murphy, executive direc- 
tor of Folding Paper Box Associa- 
tion of America. 

The trend toward repackaging 
has kept folding paper box pro- 
duction moving up steadily with 
shipments in April amounting to 
20% more than in April, 1945. 
April is normaliy a slow month, 
he reported. 

New packages show a trend to- 
ward using color to emphasize the 
type of product, such as _ using 
colors of inks on various packages 
for Carter’s Ink Company, Cam- 
bridge, Mass. Carter, for example, 
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is featuring illustrations of trees 
in forest green for the green ink 
container. 

Products hitherto frequently un- 
packaged for retail sales are now 
|'making use of folding paper boxes 
to promote sales, and at the same 
time protect the goods. Pepperell 
|Mfg. Company, Boston, became 
the irst sheet manufacturer to use 
boxes (AA, Feb. 25). 

Fidelity of illustration is the 
high point of the new two-piece 
' paper box used by Esmond Mills, 
| Esmond, R. I., for its Bunny Es- 
mond baby blanket. The package 
features an illustration showing 
three laye’s of the folder blanket 
turned back at one corner. The 
brand name is superimposed on 
the blanket along with illustra- 
‘tions of an infant and animals. 


Empire Names Hammer 

Hammer Advertising Company, 
Hartford, has beer rammed to 
handle the advertising of Empire 
Furniture Mfg. Company, Ne 
/Haven, Boston and Clevelanc 
| Consumer magazines and business 
papers wil! be used. 


Just to point out that men and 
women rarely see eye to eye 
—even abo 


ut a “shiner.” 


Owned and Operated by the 

KING TRENDLE BROADCASTING CORP. 

1700 Stroh Bidg., Detroit 26, Mich. 
Represented by the 


PAUL H. RAYMER CO. 


Women see your messages 
their way in the magazine they 
watch for — 


GAOIES WOME 


THE MAGAZINE WOMEN BELIEVE IN 
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ABC Stock Sale 
Hinges on FCC 
July Hearings 


Washington, June  12.—The 
American Broadcasting Company’s 
$15,000,000 refinancing plan will 
be outlined before the FCC next 
month when the commission takes 
up routine applications resulting 
from the network’s reorganiza- 
tion. 

With the sale of 1,000,000 shares 
of stock to the public, control of 
ABC and its four affiliated sta- 
tions would shift from Edward J. 
Noble to the American Broadcast- | 
ing Company, Inc., provided FCC 
is satisfied that the new corpora- | 
tion is qualified. 

Sale of the ABC stock must 
await FCC’s ruling following the 
July 9 hearings. When the million 
shares have been marketed, Mr. 
Noble’s interest in the corpora- 
tion will have been reduced from | 
74.7% to 35.5%. 

Touching on the reorganization | 
plan at a recent FCC hearing on 
New York television problems, 
Mark Woods, ABC president, said 
that the network would double its 
present $15,000,000 capitalization 
in order to expand into television 
and FM. 


Preferred Public Offering 


Mr. Woods said that the entire | 
expansion might have been re-| 


Takes Video Sales Job 


Ken Farnsworth, who has pro- 
moted and handled retail sales for 
WJZ, New York, for nearly five 
years, has assumed a newly cre- 
ated post of television sales man- 
ager for American Broadcasting 


System. 


Appoints Klingensmith 


Cleveland Tapping Machine 
ap- 
pointed H. M. Klingensmith Com- 
pany, Canton, O., to handle its 
advertising. Business papers and 


Company, Cleveland, has 


direct mail will be used. 


Remington Rand 


Starts New Drive 


Buffalo, N. Y., June 13.—Rem- 
ington Rand, Inc., New York, will 
break advertising copy in the 
|June 22 Saturday Evening Post 
for a new exclusive keyboard 
margin control. 

Besides SEP, a two-color page 
ad will appear in the June 29 
Collier’s, and _ black - and - white 
pages will run in early issues of 
Newsweek, Time and U. S. News 


and the July Fortune. The cam- 
paign will run for about a year, 
and will include direct mail on 
a monthly basis, local newspaper 
dealer tie-ins and radio spot an- 
nouncements, also dealer-spon- 
sored, in upwards of 300 cities 
where Remington Rand has branch 
offices. 

Leeford Advertising Agency, 
New York, handles the account. 

Remington Rand has_ re-ap- 
pointed Sam L. Hooper as sales 
manager of its Noiseless division. 
With the company since 1914, he 
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held this position before the war, 
when he became branch manager 
in Washington to handle govern- 
ment contracts. T. E. Gray, with 
the company since 1934, has be- 
come sales manager for commer- 
cial typewriters. He continues as 
director of the agency and dealer 
department. 


Daily Increases Price 

The Omaha World-Herald has 
increased its street sales price in 
Omaha and Council Bluffs from 
three to five cents a copy. 


financed through New York banks, | - 


but that the network preferred to 
throw the offering open to the. 
public. 

One feature of the reorganiza- 
tion plan which has prompted FCC 
curiosity is the decision to offer | 
100,000 shares to affiliates before | 
making the entire issue available 
on the open market. | 

FCC wants to know whether the | 
sale of stock to affiliates “will 
tend to, or result in” an extension | 
of such affiliation contracts be-| 
yond the period of two years per- | 
mitted under the network monop- | 
oly regulations. | 

The commission is also looking 
into the acquisition of the King- | 
Trendle stations—WXYZ, Detroit, 
and WOOD, Grand Rapids—by 
ABC, as additions to the current) 
string of owned and operated sta-| 
tions: WJZ, New York, WENR, | 
Chicago, KGO, San Francisco, and 
KECA, Los Angeles. 


ABC, DuMont 
Awarded Top 
Video ‘Oscars’ 


New York, June 13.—The Amer- 
ican Television Society, handing | 
out video’s 1945-46 “Oscars” last | 
night at televised ceremonies in | 
the DuMont - Wanamaker studios | 
of Station WABD, presented the | 
top award for the “year’s oOut- | 
standing contribution to the de-| 
velopment of television commer- | 
Cially” to the American Broad- | 
casting Company and DuMont’s | 
WABD. Paul Mowrey, ABC video 
chief, received a special citation. | 

Awards were bestowed in 13 | 
categories, including: | 

For technical excellence in pro- | 
duction—CBS’s WCBW and NBC’s 
WNBT, both in New York. James 
McNaughton, WCBW art director, | 
won a special citation. For camera | 
work—WNBT. For outstanding | 
contribution to technical advance- 
ment in television science—RCA, | 
for its image-orthicon camera. For 
most consistent effort in develop- 
ing effective commercials—Ruth- 
rauff & Ryan and Lever Brothers 
Company. For _ experimentally 
demonstrating color television— 
CBS and RCA shared equally. 


Joins ‘Country Book’ 


Edwin F. O’Halloran, formerly | 
With Fashion Trades, has joined 
Country Book, New York, as ad- 
vertising manager. 
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YOU CAN’T TEAR HER AWAY FROM 


seventeen 


—she only has eyes for its editorial and advertising pages. And there are 850,000 


others just like her . . . high school girls who queve up the day their favorite magazine 


hits the newsstands; high school girls who still buy up every copy published. 


~ of copies printed sold month after month. Only 
damaged SEVENTEENs are returned by distributors! 
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Monopoly Charge 
Against Tobacco’s 
‘Big Three’ Upheld 


Washington, June 12.—The six- 
year-old monopoly charge against 
the “Big Three” of the tobacco 
business was sustained by the Su- 
preme Court this week in a rul- 
ing agreeing that a monopoly ex- 
isted even though there may have 
been no actual exclusion of com- 
petitors. 

Affirming fines totaling $255,000 
against R. J. Reynolds, Liggett & 
Myers and American Tobacco 
Company, the court said the ma- 
terial consideration is not that 
prices are raised and competition 
actually excluded, but that “power 


exists to raise prices or exclude 
competition when it is desired to 
do so.” 

Although the court found that 
total domestic production of the 
three fell from 90.7% in 1930 to 
68% in 1939, it said “comparative 
size on this great scale inevitably 
increased the power of these 
three to dominate all phases of 
the industry.” 

The Sherman Act case, filed in 
1940, involved such practices as 
buying up unneeded tobacco to 
prevent its use by competitors, 
and agreeing on maximum prices 
to pay at auctions. 


Heymans Joins Livingston 

Richard Heymans has joined the 
staff of Leon Livingston Advertis- 
ing Agency, San Francisco. 


| 


Larus Begins Series 


for Domino Cigarets 

Larus & Bro., Richmond, is cur- 
rently using a small-space news- 
paper advertising campaign, plus 
spot radio over WHVA, Richmond, 
which the company owns, to pro- 
mote Domino king-size cigarets. 

The campaign, the first since 
Domino graduated from the 10- 
cent field, emphasizes quality, the 
size of the cigarets, firm packing 
and a vacuum cleaning process 
which eliminates tobacco particles. 
Warwick & Legler, New York, is 
the agency. 


Special Libraries Elect 


Rosalind Morrison, librarian of 
Doherty, Clifford & Shenfield, New 
York, was elected chairman of the 
national advertising group of the 
Special Libraries Association at 


the annual convention held in Bos- 


Advertising Age, June 17, 1946 


ton recently. Other officers elected | K odak Gear S Copy 


were: Vice-chairman, Coralie 


Schaefer, librarian of Foote, Cone to ‘Gadgeteers,’ 


& Belding, and secretary, Agnes 
Law, librarian of Columbia Broad- 
casting System. 


Dotted Line Club Elects 


Paul E. Clissold, Bakers Helper, 
Chicago, will be the 1946-47 pres- 
ident of the Chicago Dotted Line 
Club of Associated Business Pa- 
pers, western zone, following offi- 


Teen-Age Group 


(Picture on Page 83) 
Rochester, N. Y., June 12.— 
Eastman Kodak Company’s ac- 
celerated teen-age campaign en- 
tered its second phase this month 
and the company, in a separate 
series, is appealing to gadget- 


cial announcement June 28 of the/ minded men and boys. 


mail balloting. 

Other officers will be Frank A. 
Lederle, Haire Publishing Com- 
pany, Chicago office, first vice- 
president; C. R. Farmer, Oil & 
Gas Journal, Chicago office, sec- 
ond vice-president; and Charles 
E. Price, Keeney Publishing Com- 
pany, Chicago, secretary-treasurer. 


‘SHOULD BUSINESS PAPER \§ 
ae 


BLAISE PASCAL, THE MAN WHO APOLOGIZED for writing a long 
letter because he didn’t have time for a short one, could have 
been an ad-man, and a good one. 

He knew that terse, brief, fact-packed copy stands a better 
chance of being read than a yard of guff—he also knew that 
short copy isn’t worth the paper it occupies unless it tells the 
reader something he needs or wants to know. He knew that 
the longest copy isn’t too long if it says something important 
to the reader, and says it well. 

How long should copy be? Long enough to tell enough, to 
sell enough, to get read enough . . . no longer—and no shorter! 
And that takes doing! Every ad you write must have a valid 
and adequate objective. That objective is what dictates the length 
of the copy. And that takes digging and thinking . . . out in the 
field and back in your office. 

If you haven't read “Hit the Road,” a booklet that outlines 
the technique of digging for sure-fire copy, and adequate ob- 


jectives—that will help you decide for vourself how long your 
copy must be, fill out this coupon. It’s free. A service from the 
members of the Associated Business Papers. 


f------- 


WIN ijo)o dss s 6S onda a tives 
Company 
Title or Function 


Address 


Lee nnctnianeseeiienienmmennaen 


ABP’s Business is to Boost Your Business 


et 


ASSOCIATED I 
‘ BUSINESS PAPERS 
205 East 42nd Street, New York 17, N. Y. 


A national association of business publica- 
tions devoted to increasing their usefulness 
to their subscribers and helping advertisers 
get a bigger return on their investment. 


Please send me a free copy of “HIT THE ROAD” 
for Better Business Paper Advertising 


a 


Opening with May insertions in 
Junior Scholastic, Scholastic, 
Scholastic Roto, World Week and 
Young America, the’ teen-age 
series is being expanded this 
month to include American Girl, 
Boys’ Life, Open Road for Boys 
and Seventeen. In July additional 
copy will appear in Calling All 
Girls, and school editions of Popu- 
lar Science will be added in Sep- 
tember. 
| Initial ads featured the Brownie 
Reflex, and later copy will in- 
clude Kodak Vigilants, Kodak 
Vigilant Juniors and the Brownie 
Flash Six-20 with Flasholder. 
Outstanding qualities of Kodak 
Verichrome film also are stressed 
in copy and illustrations designed 
to speak their readers’ language 
and talk their prices. 


Uses 39 Comic Magazines 


Thirty-nine nationally sold 
comic magazines carry the Kodak 
message to younger children. 
Opening with the spring issues of 
Camera Comics, Fawcett Comics 
Group, National Comics Group 
and True Aviation Picture Stories, 
|these publications featured the 
same ad appearing in the original 
juvenile group, while Calling All 
Boys, Sport Stars and True Comics 
also carried Kodak ads. 

For “gadgeteers” interested in 
photography, Kodak’s campaign 
began in the May issues of Me- 
chanix Illustrated, Popular Me- 
chanics and Popular Science. These 
emphasize the versatility of Kodak 
film in its application to their 
hobby. Kodak dealers have been 
advised to clip, mount and display 
ads as they appear. 
| J. Walter Thompson Company, 
New York, is the agency. 


Starts Court Test 
of ‘Petrillo’ Law 


Chicago, June 14.—A Supreme 
Court ruling on validity of the 
“anti-Petrillo law’ moved a step 
closer today as James C. Petrillo, 
head of the American Federation 
of Musicians, was served with a 
federal summons to answer 
charges of violating the statute. 

Federal action was started yes- 
terday in U. S. District Court here 
following investigation of Peétril- 
lo’s open defiance of the recently 
enacted Lea bill. Petrillo is sched- 
uled to appear in court next Fri- 
day. 

The AFM musicians’ union 
president called a strike May 28 
against Station WAAF, owned by 
the Drovers Journal Publishing 
Company, because it refused to 
employ three additional record li- 
brarians. The criminal informa- 
tion filed yesterday charges that 
| Petrillo “willfully” sought to 
“coerce, compel and _ constrain” 
WAAF to hire the librarians, who 
were “not needed by said licensee 
to perform actual services.” 


Hanly, Hicks Elects 


Hanly, Hicks & Montgomery, 
| Inc., New York agency, has elected 
|Samuel Roberts vice-president in 
|charge of art and member of the 
_plans board and Harold O. Nadler, 
| vice-president and account super- 
| visor. Mr. Roberts has been prin- 
| cipal art director for several years 
|}and Mr. Nadler is account execu- 
tive for, among others, Edwards & 
Co., Norwalk, Conn. (electric sig- 
‘naling devices); Geo. E. Keith 
|Company, Brockton, Mass. (Walk- 
Over shoes), and the Quaker Lace 
| Company, New York. 
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RR Trainmen Take 
Story to Public 
Via Big Ad Drive 


(Continued from Page 1) 
Whitney told ADVERTISING AGE, 
with a campaign consisting of a 
minimum of three insertions, and 
possibly as many as five, which 
will be designed to reach the 
reader of “every big city daily in 
the country.” 

The next ad is scheduled for 
insertion within 10 days or two 
weeks, and present plans call for 
full pages in all the newspapers 
that can handle this size space. 
However, it is possible that the 
brotherhood may decide to reduce 
the size of space somewhat and 
increase the list of papers. 

The first three or four ads in 
the series will be “political,” and 
their content will depend in large 
measure on developments on the 
political scene. After that, the 
union plans to swing over into a | 
“non-political” approach which | 
will attempt to educate the pub- 
lic on the problems and working 
conditions of railroad workers. 
This campaign will run not only 
in newspapers, but if space can 
be secured it will appear in mass 
magazines such as the leading | 
weeklies, and will also burgeon | 
forth in women’s magazines, in an | 
attempt to impress America’s fair 
sex with the hard lot of the rail- 
road worker. 


Cost to Be Substantial 


Mr. Whitney refused to hazard 
a guess as to how much money 
might eventually be involved in> 
the advertising effort, but made it) 
clear that the appropriation would 
be substantial, and that the 
brotherhood had no intention of 
proceeding parsimoniously. The 
brotherhood rates itself as a $47,- 
000,000 business, and finances will 
be no problem. 

The brotherhood has never ad- 
vertised before. Its current cam- 
paign is being placed through 
Lang, Fisher & Stashower, Cleve- 
land, and in addition to the ad-| 
vertising itself, it is having re- 
prints sent to each of its 200,000 
members, to all the members of | 
Congress, and to various civic and 
political leaders. It does not ex- | 
pect the engineers’ brotherhood, | 
which shared its spanking at the | 
hands of President Truman, or any | 
of the other railroad brotherhoods, 
to join with it in its promotional 
and public relations efforts. 


Hausberg Named A.M. | 
bv Lehn & Fink | 

Lehn & Fink Products Corpora- | 
tion, New York, has appointed | 
William Hausberg advertising) 
manager, in which post he will su- | 
pervise the company’s approxi- 
mate $4,000,000 annual expendi- 
ture. 

Mr. Hausberg succeeds Miss | 
Dorothy Cocks, who is retiring 
after 13 years in that position. He 
started with the company in 1936 
and in 1939 entered the advertis- 
ing department. In 1942 he joined | 
the Navy as a lieutenant, spending | 
three and one-half years in the) 
service. 


Glenn Martin Plans 


Airvlane Campaign | 

Glenn L. Martin Company, Bal-_| 
timore, broke a series of full-page 
four-color advertisements directed | 
to airline travelers last week in 
Collier’s, The Saturday Evening 
Post, Fortune, Time, Newsweek 
and Business Week, through Van 
Sant, Dugdale & Co., Baltimore. 
Other magazines will be added 
later. 

The company has also placed 
640 to 1,000-line copy with about) 
70 newspapers in 35 cities an- 
nouncing purchase of 40 Martin 
3-O-3 airliners by Northwest Air- 
lines. 


Form New Agency 

Piedmont Advertising Agency, 
Salisbury, N. C., has been incor- 
porated by John L. Larmer, Flor- 
ence S. Larmer and Mary E. 
Hackett. 


Preston Joins Underwood 

Hugh A. Preston, for the past 
three years with Sarra, Inc., Chi- 
cago, has joined Underwood & 
Underwood Illustration Studios, 
Chicago, in an executive sales 
capacity. 


D-F-S Divorces 
‘Show Business’ 
from Advertising 


(Continued from Page 1) 
Stanton the nighttime radio sec- 
tion of the radio department. 

D-F-S’s radio department 
handles air billings for such major 
accounts as Procter & Gamble, 
General Mills and Falstaff Brew- 
ing. Shows for the agency’s drug 


clients, Sterling Drug and Ameri- 
can Home Producis, however, are 
produced by Air Features, Inc., 
the radio producing firm organ- 
ized by Frank and Anne Hummert 
in 1943 following dissolution of 
the famed Blackett-Sample-Hum- 
mert agency. D-F-S also was an 
outgrowth of this agency’s 
breakup. 


Miller to Burlington 


John A. Miller, former adver- 
tising manager of James H. Rhodes 


79 


& Co., Chicago abrasives maker, 
has been appointed assistant ad- 
vertising manager of Burlington 
Transportation Company, owner 
and operator of Burlington Trail- 
ways, cross-country bus system. 


Winning women readers... 
THE HOMEMAKER 


The American woman's only pocket- 
size service magazine. 


1745 Broadway New York 19 


Prepared by the Bureau of Advertising, A. N. P. A., and published by the Chicago Tribune in the interest of more effective advertising 
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|know far too little about their 
circulation and readers, and many 
cannot answer “even fundamental 
questions.” 

Advertisers, Mr. Crossley said, 
would like to have a definition of 
this market, how efficiently it is 
covered, how important it is, how 
the people in it differ from city 


Further Studies 
Vital, Researchers 
Caution Weeklies ssn ite tom sty 


(Continued from Page 1) , buy, what they are financially able 

o ee | to buy, what is involved in selling 
before present wesule, ReCEsSSPY| this market, how ‘the distribution 
interpreted with any degree of | Situation must be handled, and 
certainty. whether details of distribution 

Mr. Lehman described an ex-| WOuld cost more than the market 
perimental readership analysis of | Justifies. Material with which to 
the April 11 Hancock County Jour- | 2 Swer such questions is meager, 
nal, Carthage, Ill, which was he said. 
selected as a typical weekly news- City Weeklies Are Different 
paper. If these efforts were suc- | . 
cessful, Mr. Lehman said, then) For purposes of getting an ac- 
“weekly newspapers are prob-| curate over-all picture, weeklies 
ably far better read than most} in large cities must be given sepa- 
people would assume.” /rate treatment, Mr. Crossley ex- 
|plained. A further breakdown 
|must be made in considering the 

Tests have been developed as| two types of markets available 
a result of these studies, he through weekly newspapers—ur- 
claimed, which “estimate accu-| ban and outside areas. 
rately” the number of readers per| “Without anything more than 
dollar invested. Techniques used, | the wildest estimates to work 
he said, also make it possible to| with,” he said, “it would seem 
determine the number of readers| that weekly papers might be able 
for each news item, editorial and | to show relatively a very intensive 
feature in a weekly newspaper, | and extensive coverage of their 
Journal tests revealed that the field.” Again, touching on distri- 
highest page score for men and_| bution factors, he said, “I am told 
women alike was 99%, with an | small town merchants are a more 
average readership per page of stable lot to deal with than many 
89% for men and 93% for women. | of the smaller stores in large cities. 

Charles C. Carr, Aluminum) If that is true, and there are no 
Company of America, is chairman f@¢ts to prove it, it would have a 
of the proposed weekly newspaper | bearing on distribution costs. 


tudy. assidted’.by a committee| Mr. Crossley also discussed 
re vs t ae rid 9 . sone first-purchase saturation and fre- 
ane 0 eee: yee ee esen- | quency of repurchases in small 


tation of advertisers, agencies and | towns and rural areas as compared 


publisher-members of the bureau. | to cities. For many manufacturers, 

Mr. Crossley discussed the lack | phe said, the big city has become 
of market information available mainly a replacement market for 
to advertisers who contemplate) possible sale of new equipment 
using weekly newspapers. Even/|to replace obsolete or supplemental 
the publishers themselves, he said,| equipment, or to add to that al- 


Develops New Techniques 


ready owned. 

“As the farmer and small town 
dweller obtains electricity, gas 
and better roads, the ‘first sale’ 
market opens up, with replace- 
ment sales to come later,’ he 
added. 

William J. Oertel, acting direc- 
tor of the Weekly Newspaper Bu- 
reau, presented the second progress 
report to members, covering the 
first 10 months of operation. He 
described the nation’s weekly 
newspapers as “the most important 
and consistently well-read poten- 
tial medium in the United States,” 
said that five full committee meet- 
ings have been held in Washing- 
ton, Chicago, New York and Estes 
Park since the group was formed, 
and expressed satisfaction with 
the bureau’s policy of having 
“outside, reputable research or- 
ganizations conduct its research 
work.” Since October, 1945, he 
said, membership has increased 
from 599 to 1,320, including 601 
regular, and 1719 contributing 
members. 

Biggest need of the bureau is 
for more members and added fi- 
nancial support, Mr. Oertel said. 
The organization’s headquarters 
are in Syracuse, N. Y. 


DuMont Gets Video 


Construction Permit 


Construction on a 5-kw tele- 
vision station in Washington, D.C., 
by the Allen B. DuMont Labora- 
tories has been authorized by the 
Federal Communications Commis- 
sion. Work on the station will be 
started June 26 and will be com- 
pleted “well within” the six-month 
period specified by FCC, the licen- 
see announced. 

“Plans call for new and modern 
studios of two operating units to- 
gether with mobile units,” said 
Mr. DuMont. “This equipment 
should enable us to serve the 
Washington area with a very sat- 
isfactory television service.” 


JAMESTOWN 


an Gndustrial City - PLUS! 


PLUS — A PENNANT WINNER! 


1945 taker of the Pony League Flag, the 
Jamestown “Falcons” fill the impressive Muni- 
cipa! Stadium for all its home games. Going 


great guns in 1946 too. 


One aspect of Jamestown’s recreational offer- 


ings, baseball stands high -- 


but pressed by 


golf, bowling, sailing and a variety of outdoor 
and indoor sports. The Post-Journal with two 
sports pages and a keen sports staff keeps 
daily pace — even a step ahead. 


Sell Jamestown and the Chautauqua Region through 


POST-JOURNAL 


JAMESTOWN 
NEW YORK 
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BUSINESS, RELIGION, EDUCATION UNITE—Three members of the Advertis- 
ing Council's public advisory committee participate in its recent organization 
meeting. Left to right: Paul Hoffman, Studebaker Corp., chairman of Com- 
mittee for Economic Development; Dr. Reinhold Niebuhr, Union Theological 
Seminary, and Dr. Sarah Blanding, president-elect of Vassar College. 


WIDER ROLE FOR ADVERTISING—James W. Young, (center), chairman of 
the council, confers with Dr. George N. Schuster, left, president of Hunter 
College, and Evans Clark, executive director, Twentieth Century Fund, at the 
organization meeting of the council's public advisory committee, of which Mr. 


Clark is chairman. 


Newsprint Future 
Still Unchanged 


Chicago, June 14.—Despite op- 
timistic predictions of increased 
newsprint production, Chicago rep- 
resentatives of newspapers 
throughout the U. S. declared to- 
day that the newsprint shortage 
from the newspapers’ standpoint 
remains virtually unchanged. 

Powell River Paper Company’s 
mills in British Columbia are still 
not producing newsprint, seriously 
affecting the Houston Chronicle 
and Tulsa World-Tribune. Other 
newspapers in St. Louis, Detroit, 
Indianapolis and Washington, D. C., 


are still operating on ad schedules 
curtailed to varying degrees. 
Newspapers are unable to build 
up newsprint inventories, repre- 
sentatives said, and none has noted 
any improvement in its newsprint 
situation. The St. Louis Post-Dis- 
patch representative said, “The 
outlook has not improved.” 


To Issue Medical Journal 


Plastic and Reconstructive Sur- 
gery, a new bi-monthly periodical 
to be published by Williams & 
Wilkins Company, Baltimore, will 
make its appearance in July. One 
500-page volume will be issued 
each year. Dr. Warren B. Davis 
will be editor. 


Marvin 


CONN 


(Not Just Another Disc Jockey) 


Here's a solid hour of the 
music Madame Homemaker 
takes time out for! Served 
up by Marv Conn who de- 
livers your sales story in 
person! Available for a 
limited number of 30 sec- 
ond and one minute live 
| announcements only. 


3:30-4:30 


| Mondays through Fridays 


NOW AVAILABLE 


""PLATTER CHATTER" 


(Not Just Another Record Show) 


The new “voice” of the Twin 
Cities. Folksy but strictly com- 


mercial, Marv talks  cozily 
over the back fence to the 
distaff side. 16 years of radio 
background give him the inti- 
mate touch that SELLS! Write, 
wire or phone today. 


Free & Peters 


Wo Sh 


National Representatives 
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L. K. Liggett, Drug 
Chain Head, Dies 


Washington, June 11.—Louis 
Kroh Liggett, 71, founder and 
honorary chairman of the board of 
United-Rexall Drug Company and 
the Liggett chain of drug stores, 
died here June 5. 

Mr. Liggett convinced a group 
of 40 independent druggists of the 
need for a chain of drug stores 


throughout the country, and on) 


their capital founded the United 
Drug Company in 1902. The com- 
pany made pharmaceutical prod- 
ucts for distribution under the 
Rexall trade name through mem- 
ber stores holding exclusive, terri- 
torial privileges. Growth of United 
was so rapid that Mr. Liggett com- 
bined his operations with a chain 
of his own so that by April, 1918, 
the Liggett-Rexall chain had 7,000 
stores in the country. 

In 1920 United Drug Company 
obtained through Liggett’s Inter- 
national, Inc., a controlling inter- 
est in Boot’s Pure Drug Com- 
pany Ltd., which was repurchased 
in 1933 by British interests. In 
1928 United was merged with 
Sterling Products to form Drug, 
Inc., and Mr. Liggett became chair- 
man of its board, but this com- 
pany was dissolved in 1933 and 
United continued under the lead- 
ership of its founder. In 1941 Mr. 
Liggett resigned as president and 
was named to the newly created 
office of chairman of the board. 
He was made honorary chairman 
two years ago. 

United - Rexall today has 600 
stores and sells its products 
through 10,000 Rexell druggists in 
this country and Canada. 


WILLIAM A. WHITCOMB 


Boston, June 12.—William A. 
Whitcomb, 73, president of the 


Great Northern Paper Company, 


was shot dead in his office just 
before 11 a. m. Monday by a man 
who claimed to be a Treasury De- 
partment agent. The murderer 
was tentatively identified today as 
George E. Hardy, 49-year-old un- 
employed machinist who killed 
himself by a gas explosion at his 
Westfield, N. J., home Monday 
night. 

Mr. Whitcomb was mill super- 
intendent at the Glens Falls Paper 
Mill Company, Glens Falls, N. Y., 
in 1898, and became associated 
with the International Paper Com- 
pany, New York, that year. He 
joined Great Northern in 1910, be- 
coming president in 1928. The 
company chiefly manufactures 
newsprint. 


MAJOR EDWARD BOWES 

Rumson, N. J., June 14.—Major 
Edward Bowes, originator of the 
amateur show in radio, died last 
night at his country home here. 
His death, following several years 
of ill health, came on the eve of 
his 72nd birthday. 

Major Bowes, who was given his 
title during World War I for dis- 
tinguished service as a dollar-a- 
year man, offered hopes of fortune 
to thousands of untried entertain- 
ers with his original amateur show 
which was first broadcast nation- 
ally in 1934. In 1935 it was voted 
the most popular program on the 
air. 


ALVIN T. BROWN 


Rochester, N. Y., June 11.— 


Alvin T. Brown, 81, who was for, 


more than 10 years advertising 


manager of the Union and Adver-_ 


tiser, one of the predecessors of 
the Rochester Times-Union, died 
June 9 at Canandaigua Memorial 
Hospital. 


RUDOLPH L. SUHL 
Plainfield, N. J., 


national Nickel Company, New 


York, since 1932, died yesterday | 


June | 
Rudolph Louis Suhl, 63, manager | 
of the sales department of Inter- 


at his home here. Mr. Suhl joined 
the company’s Orford Works, Bay- 
onne, N. J., in 1903, entered the 
development and research division 
in 1922, and was assistant sales 
manager from 1929 to 1932. 


L. W. MILLSPAUGH 

New Bedford, Mass., June 11.— 
Leonard W. Millspaugh, 37, adver- 
tising director of the New Bedford 
Standard - Times, died suddenly 
June 3. He joined the Standard- 
Times in 1938 and was named ad- 


vertising chief last February after 
serving three and a half years with 
the Army. Previously he was 
with the Beacon, Wichita, Kan., 
and the Boston American and Sun- 
day Advertiser. 


F. J. RONMONGER 


Los Angeles, June 11.—Frank J. 
Ironmonger, president and man- 
ager of the Cultivator Publishing 
Company, publisher of the Cali- 
fornia Cultivator, died May 30. 

Mr. Ironmonger, who was 74, 


joined the state farm paper in 
1913 as a salesman in the adver- 
tising department, was promoted 
to business manager in 1920 and 
became part owner and president 
of the company in 1922. 

The publishing business is to be 


continued by his associates, J. H.| 


Yetter, vice-president and adver- 
tising manager, and Jack Klein, 
vice-president and editor. 


To ‘McGraw-Hill Digest’ 
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Graw-Hill Digest as advertising 
manager and business manager, re- 
spectively. Mr. Butler was formerly 
assistant eastern advertising and 
sales promotion manager for Norte, 
and Mr. MacMillion, except for five 
years in the Army, has been with 
Factory since 1936. 


Fetridge Elected V.P. 


William Harrison Fetridge has 
been elected vice-president and a 
member of the board of directors 


G. Vincent Butler and Shelby A.| of Popular Mechanics Company, 
MacMillion have joined the Mc-| Chicago. 


for 9 YEARS 


has Cultivated 
these “Extra Profit’ 
POULTRY FARMS 


You can’t afford to leave a “Two 
Billion Dollar Hole” in your Farm 
Magazine Schedule. 1944 gross 
farm income from Poultry and Eggs 
was $2,689,000,000. (Source 


U.S.D.A.) 


MEMBER: AGRICULTURAL PUBLISHERS’ ASSOCIATION 
AUDIT BUREAU OF CIRCULATIONS 
WATT PUBLISHING CO., Mount Morris, lil. 


Representatives—New York: Billingsiea and Ficke—Chicago: Peck and Billingslea 


Farmall Tractors with International and 
McCormick-Deering in the field 
International Trucks on the road—these 
are a part of the picture on thousands 
of farms where you see good poultry 
houses .. . Here profits average higher 
and machinery is more widely used for 
growing crops, grinding grains and mar- 
keting Poultry Products. You, too, should 
be sure to place on your basic Farm 
Magazine List . . . Poultry Tribune— 


MAGAZINE. 


America’s Leading Specialized FARM 


500,000 Circulation 


4] TRIBUNE 


ma America’s Leading Specialized FARM MAGAZINE 
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No. 5 in the “Men of Adventure” series 


CHARLES LUCKMAN: ALL-AMERICAN BOY 


$300,000 a year at 37—up from a $25-a-week soap 
salesman to top boss of Lever Bros. Time: 15 years flat. 
Fourth of July and May Day orators might disagree 
about its significance—but as a story of business adventure 
in a democracy, it is of compelling interest to FORTUNE 
and FORTUNE’s readers.* 
The most inspiring chapters in this story of business 


*See “Charles Luckman,” p. 121, FORTUNE, July, 1946 


adventure are being written today. Hundreds of thousands 
of war-matured young men are starting their careers with 
the challenge that there’s a world to be made as well as 
money. Interpreting their ambitions and the successes of 
their seniors, FORTUNE as Special Reporter of the 
American Adventure gives both readers and advertisers 
the most valuable professional enlightenment in U. S. 


business publishing. 


Fortune 


TALK 
tising 
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lisher, 
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PHOTOGRAPHIC REVIEW § 


GET-TOGETHER—Enjoying a before-dinner reception during the Newspaper 
Advertising Executives Association convention in New York June 10-12 are, 
left to right: G. M. McDonald, of Williams, Lawrence & Cresmer Co.; John C. 
Ottinger, of John A. Cairns & Co., advertising agency; Gordon Grant and 
Irvin S. Taubkin, Bureau of Advertising, ANPA. Mr. Taubkin is the newly 
appointed promotion manager of the bureau (AA, June 10). (Story on Page |.) 
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HOT SIGN—This new electric spec- 

tacular for New York's Broadway fea- 

turing a six-foot cup of coffee, a 20- 

foot water bottle and live steam com- 

ing out of both, was developed by 

Douglas Leigh for Nescafé. Leon Liv- 
ingston is the agency. 


TALK THINGS OVER—Chatting during an interlude in the Newspaper Adver- 

tising Executives meeting in New York June 10-12 are, left to right: Walter 

Rompel, director of national advertising, New York Mirror; Irwin Maier, pub- 

lisher, Milwaukee Journal; Leo Abrams, advertising director, Chicago Times, 
and Russ Stewart, general manager, Chicago Times. 


APPEALS TO YOUTH—The opening 
AT NAEA PARLEY—Gathered at the Newspaper Advertising Executives con- ad in Eastman Kodak Co.'s eutensive 
vention in New York June 10-12 are, left to right: George Schiesser, Erwin, Teen Ge Samparyn. featuring the 
Wasey & Co.; Les M. Malitz, Warwick & Legler; Harry L. Watkins, national Brownie Reflex, ~ oe of . we OP 
advertising manager, Philadelphia Bulletin; Harold Beckjorden, Four A's, and pearing in II national juvenile — 

Harold Sieber, Warwick & Legler. zines and 39 national comic magazines. 
(Story on Page 78.) 
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AEA LEADERS—Here are the officers of the Newspaper Advertising Execu- 
ives Association. Left to right: Samuel G. Howard, advertising director, 
inneapolis Star-Journal, vice-president; Robert K. Drew, advertising manager, 
ilwaukee Journal, president; Robert C. Pace, advertising manager, Com- 
ercial News, Danville, Ill., secretary-treasurer, and John F. Reid, advertising 
director, Boston Globe, chairman of the group's nominating committee. 


THEY'RE BACK—This ad starts a 

campaign for A. G. Spalding & Bros. 

in Life and The Saturday Evening Post 

to report the return of prewar golf 

balls and Bobby Jones and Jimmy 
Thompson clubs. 


VISITOR—Viscount Leverhulme, center, governor of the board of Lever Brothers 

and Unilever Ltd., who is in this country to look over the company's American 

properties, confers with Charles Luckman, left, recently elected president of 

Lever Brothers, and Henry F. Woulfe, who succeeded Mr. Luckman as president 
of the Pepsodent division. (Story on Page 4.) 


LEAD DISCUSSIONS—Ad and sales promotion executives who attended the 

1946 North Central Round Table of the Life Insurance Advertisers Associa- 

tion in Chicago included (from left) E. S. Wescott, Bankers Life of Nebraska; 

George Pease, Equitable Life of lowa; E. P. Leader, Bankers Life, Des Moines; 

F. J. O'Brien, Franklin Life, Springfield, Ill., and Howard Craft, Ohio State 
Life, Columbus. 
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FOODS IN CANS AGE 
SAFE trom airs, germs, odors 


SAFE trom eu, hight. melee. 


SAFE even ater a can opened 

becavee in the comning 
process. beth the can ond a tom 
tents ore wmnliaed. Simply caver 
The tap und place in Me rebigerahor 
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wogrtablen ace canswal within a be 


ray bmw of nutrients or flavors due 


MANY MEW KINDS of canted ment products will man 
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fa 


nec sisi can ray «moe pom NO OTWER CONTAINER 
cima nna recmiccint CROTECTS LIKE THE CAN 


precious nuttiepte are sealed in 


CAM MANUFACTURERS INSTITUTE, INC... NEW YOR 


GOOD MEALS IN CANS—This full-page, full-color ad for Can Manufacturers 

Institute, New York, playing up canned luncheon meat as well asi other canned 

delicacies, is appearing in June issues of American Home, The American Weekly, 

Ladies’ Home Journal and Parents’ Magazine, and in metropolitan Sunday 
papers. (Story on Page 68.) 
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@ Fifty million women are currently up against a — ; 
seller’s market barrage that must leave a majority of them 

dazed as well as dazzled . .. what to buy, where to buy, what __ 
to wear. ... when everything is institutionalized to the skin r 
of its teeth. : 
; 

@ Of these fifty million women, over 300,000* read MAYFAIR... 
America’s 35c essential fashion magazine, of influential American __ ; 
fashions. They look for, believe in and buy the fashions, cosmetics, i 
accessories and feminine-etceteras they see in MAYFAIR, because Pp f 

MAYFAIR has just one message, and bears down on it, every issue. 
“Buy Good Taste, Buy Quality’, is MAYFAIR’S message to 300,000 : 
women, 20 to 35 years-of-age, with an annual buy-power -of : 
$750,000,000. | es Ss 
; a 
@ “Buy Good Taste, Buy Quality”, makes such good sense; not only 
for America today, but for Americans all the time. The people loyal , 
to that message in-today’s seller's market, will be loyal to it forever. : 

That's why your fashion-product belongs in MAYFAIR, where you 

can give your client a guaranteed 6% interest, from the most vital 
market in the world. . : 1 
: 
@ Any one of our national offices is prepared to put the facts ’ 
about this guaranteed 6% interest, on the line. for you, today. t 
Your client will appreciate your getting these facts, digesting + 
them, putting them to work for him and his product. - 
@ If you're beginning to sense that national urgency for q 
essential promotion, MAYFAIR, America’s essential fashion 
magazine of influential American fashions, will interest pe 
_ you tremendously. Ss 
: Cc 
ADVERTISING & EDITORIAL OFFICE , 
22 West 48th St., N.Y., N.Y. * BRyant 9-3539, : 


Jack Winter, General Manager 


Chicago Los Angeles 
Johnson & Rabens Renick H. Averill 
53 West Jackson Blvd. 617 South Olive St. 


Boston Philadelphia 
John M. Sweeney . Duncan P. MacPherson 


176 Federal St. 700 South Washington Sq. 
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